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Wholesalers say it’s hot...women say, “Why not?” 
New Leilani...heaventy pattern 
Wholesalers tell us this is one of the fastest moving pat- __ plate design they've seen! Stock up now and make the 


terns they ve seen. And women tell us that this is no most of a hot item with these three introductory specials. 
surprise because new Leilani is the loveliest new silver- Ask your Approved Wholesale Distributor for details. 








54-piece Service for 8 in a luxurious Buffet Server...a beautifulanduseful Coffee spoons ...a lovely gift item 
$18 drawer chest. All for just $89.75, _ traffic attraction. Comes in colorful gift and perfect “Sampler.” Set of 4, $2.00 
retail. (Also without chest, $79.75) box, specially priced at $1.00, retail. retail. (Display insert FREE with unit.) 


1847 ROGERS BROS. Ky 
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complete line Every Si) ‘ey Mh rare 
size— Every shape — Every qual- .4 HEART SHAPE on: 
ity and in any quantity. MARQUISE 


All Sizes 
complete service 


Same day messenger delivery or 
air express shipment on order or 
PEAR SHAPE 


memo billing. All Sizes gee 


WittiamM Levine offers vou the 
BAGUETTES 


most complete Diamond. Service OY Y 
» 


available to jewelers — and only to 


jewelers. Diamonds of every size. —Oe 


shape and quality can be bought at SMALL PEARS 


the lowest prices or consigned to ER 9 SQ 
you on memorandum. You can or- SMALL 


ROUNDS 


der anv Way vou preter — one stone (Melee) 


at a time — in sorted and graded A AB 
lots. or in melange papers. AAA 


TRIANGLES 


nowt | 
YN df Todays Diamond buyer insists on selection. Confi- | 


dence and price are not enough to sell our better 
informed shoppers. William Levine's Complete Sel- 
ection Service gives every jeweler the advantage of 
a Diamond inventory equal to that of even the lar- 
gest chains. This wonderful, and “sale-saving’, ser- 
vice is as near as your phone or mail box! Try it the 
next time you think of Diamonds. 








William Levine Company 


Importers and cutters of fine diamonds 


99 KF. \Mapison Sv.. Cuicaco 2. Inninois ... . Phone CENTRAL 6-3700 
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Jewelers got their first full report on 
the upcoming National Jewelry Fashion 
Week Oct. 3-8 at the recent Retail Jew- 
elers of America convention and trade 
show in New York. JC-K was there with 
notepads and cameras. For a full report 
on the plans being made to help jew- 
elers sell more jewelry to women, see 
"Yes, Jewelry Does Spark the Differ- 
ence’ on page 88. In the offing” are 
promotional aids ranging from a color 
and sound fashion movie to hints to the 
jeweler on how to become more fashion 
conscious. And for a look at some strik- 
ing gems (like the one on this month's 
cover) on some equally striking models, 
see the feature, "Diamonds Meet the 
Press" (page 92). 
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LOOK! WALLACE FLATWARE ISN*T FLAT... 
IT’S SCULPTURED ‘ALL AROUND! 


FRONT 
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ALL PRICES FOR 6-PIECE PLACE-SETTINGS. FED. TAX INC 


Only exclusive selling difference in silver—3rd Dimension Beauty from Wallace! 


Turn a piece of Wallace Sterling in your hand. You'll 


see the unique difference immediately —so will your 


customers. Wallace flatware isn’t flat...it's the only silvei 
sculptured ‘all around’! No silver today gives your cus- 
tomer more workmanship for her silver dollars. And, 
what's more, she can see it! Compare it! Convince her- 
self! That's why Wallace is as easy to sell as turning a fork. 


= Sculptured ‘All Around’ Patterns: Grande Baroque 
(shown), 4-piece place-setting, $31.50. Also—New Debu- 
tante, Grand Colonial, Silver Swirl, Meadow Rose, 
Romance of the Sea, Stradivari, Waltz of Spring, Rose 
Point, Sir Christopher, Wishing Star, Melanie, My Love. 
Now available! Wallace 4-piece basic settings (place knife 
and fork, teaspoon, cream soup spoon) from $25.00. 





THREE GREAT TY STARS 
WILL BE SELLING § 
OPEIDEL FOR YOU 

THIS SEASON! 


The extraordinary demand 
already existing for 
Speidel Twist-0-Flex 
watchbands will be 


THE JACKIE GLEASON SPECTACULAR . 
increased tremendously 


sponsored exclusively by Speidel Sunday, 7 
October 9th, 9 to 10 p.m., on the by this sensational 

tire CBS televisi aaah —— advertising program—the 

— estan oe largest in the history of 
watchband merchandising! 


THE DEAN MARTIN SPECTACULAR > 3 y Order your Speidel mer: 
sponsored exclusively by Speidel Lt chandise early and plan 
Tuesday, November 1st, 10 to 11 p.m., your fall advertising and 


on the entire NBC television network. | counter and window 
displays around Speidel 


for maximum return 
on your own adver- 
tising investment! 


BILL CULLEN and complete sponsorship 
of THE PRICE IS RIGHT on the 
entire N°c television network 

in late November and December. 


Corporation 
70 Ship Street 
Providence, Rhode Island 
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Pies 5. 


largest variety 


of rings 
by a single 
manufacturer 






Mtg. No. 193/592 
Wed. ring No. 595 


Mtg. No. 192/2374/2 
Wed. ring No. 45/2375/2 | 


Falcon Division 





No. 8253 6 m/m pris. 








Mtg. No. 142/2300/4 
Wed. ring No. 45/2301/4 
Groom’s ring No. G2301/4 


Not only do we produce a great many types 
of rings, but we offer a huge choice of styles 
in each category. And all are made to the 
highest standards of quality in the indus- 
try. The world’s best-dressed diamonds wear 
mountings by K&B. 


Makers of Famous 
Perfect-Lock, Stellate and 
Spectaculight settings 






KaB 
die-struck — 
findings — 
make 
better 
diamond 
rings 








Bride’s band No. 2402/1 
Groom’s band No. 2403/1 
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do more to 
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Karlan & Bleicher, inc. 


Creators, Designers and 


YH) Manufacturers of Perfect Ring hinding XO 
136 WEST 52ND ST., NEW YORK 19, N. Y. 


OFFICES IN PHILADELPHIA, CHICAGO AND LOS ANGELES 
STONE RING DIV.: FALCON STONE RING MANUFACTURING CO, 






Ring No. 9353/2141 
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PROFITS NEED A LIFT? 


. These books can start you moving ahead! 


Our book department offers the following list of selected works pertaining to 
the JEWELRY and KINDRED TRADES, subject to editions being ‘'In print'’ at the time 
orders are received. We can supply titles from leading publishers. All prices 
quoted are net. No accounts opened for book purchases. Books sent post-paid 
anywhere in the United States. 


For the Gem Expert, Connoisseur and Student of Gemology 





SENSTONES $12.50 A acy TO PRECIOUS STONES $3.50 HANDBOOK OF GEM IDENTIFICATION $6.00 
G. F. Herbert Smith . J. Spencer, D.Sc., F.R.6.S. Richard T. Liddicoat, Jr. 

Liberally illustrated 13th Edition—S60 pgs. Iestrated work on gems Generously illustrated—352 pgs. 

SEMS AND GEM MATERIALS $6.75 
Drs. Kraus and Slawson STORY OF THE GEMS $5.95 

Study of all basic ond rore gem materials Herbert P. Whitlock GEM TESTING Second edition 


DIAMOND TECHNOLOGY $10.00 Mineralogical background of precious, semi- . W. Anderson, 8.Sc., F 


Poul Grodzinski precious stones mw. scientific tests 


eo GETTING ACQUAINTED WITH MINERALS $6.95 
THE WORLD OF JEWEL STON , agli vis €. 
ow ft Pow mpd ee le A FIELD GUIDE TO ROCKS & MINERALS $3.95 


Valuable reference book—448 pgs. minerals Dr. Frederick H. Pough 


For the Jewelry Repairer, Engraver, Designer, Plater and Enameler 





JEWELRY ENGRAVER'’S MANUAL $4.25 JEWELRY REPAIR MANUAL $4.85 MERALDIC DESIGNS AND ENGRAVING $10.00 
John J. Bowmen & R. Allan Hardy R. Allon Hardy & John J. Bowman M. Bergling & A. Tuston Hay 

Complete and cutheritative, profusely ilius- Guide te tools and techniques of repairing isn Edition—Illustrated handbeok and dic- 

trated—143 pgs. —also stone setting—166 pgs. tionary of terms—92 pgs. 


JEWELRY DESIGNING & APPLIED DESIGN $40.00 
C. A. Jakebb ELRY, GEM CUTTING AND METALCRAFT $5.75 
PRINCIPLES OF ELECTROPLATING AND Instruction manual—55 full page drawings os Williom T. Baxter 
ELECTROFORMING $7.00 ART MONOGRAMS & LETTERING $6.25 any eee om 
William Blum & Geo. B. Hogaboom 19th Deluxe Edition—102 pgs. 
—— eo ART MONOGRAMS & LETTERING $3.99 -FEWELRY AND EWAMELING sania 


18th Edition—paper cover—40 pgs. Greta Pack 


JEWELRY MAKING FOR SCHOOLS, TRADES- ENGRAVING STYLE CHARTS $4.00 v PRECIOUS METALS $7.80 
MEN, CRAFTSMEN Soft Cover $2.95 Assorted—order by the der. ee es toes 
Hard Cover $4.25 oy SILVERWARE ENGRAVING $2.00 Textbook for beginner or expert—7225 pgs. 
Murray Bevin 


Describes all techniques, procedures of making J. M. Bergling JEWELRY MAKING AS AN ART EXPRESSION $6.50 


jewelry Set of four D. Kenneth Winebrenner 


For the Skilled Watch and Clock Maker, the Apprentice and Student 


wares REPAIRER S MANUAL $6.50 WATCH AND CLOCKMAKER’S HANDBOOK $15.00 GEARS FOX SMALL MECHAK!SMS $5.00 
Henry 8. Fried E. J. Britten—Revised by J. W. Player W. 0. Davis 
Covers all phases ef watch repairing—306 pgs. 15th Edition—605 pgs. Gear construction and adjustment 


KEYSTONE WATCH REPAIR RECORD BOOK $3.00 


ee WITH THE WATCHMAKER AT THE BENCH $3.50 WATCH REPAIR (1957) $4.85 
WATCHMAKER’S LATHE AND HOW 10 Donald DeCarle Herold C. Kelly 
USE IT $7.50 Profusely illustrated—243 pgs. Theoretical, practical and mechanical phases 
Denald DeCarle of horclogy-—248 pgs. 
Detailed explenctions and Iilustrations—154 pgs. 
CLOCK AND WATCH ESCAPEMENTS 7. PRACTICAL COURSE IN HOROLOGY 25 
W. J. Garzeley ieee —— oo — 3 PRACTICAL CLOCK REPAIRING 


Description ef and escapements’ illustratiens— Watch construction, repair maintenance, etc. Donald DeCarle 
94 pgs. —192 pgs. 450 illustrations—230 pgs. 





On Silver for the Jeweler, Silversmith, Collector and Antiquarian 





THE STERLING FLATWARE PATTERN INDEX AMERICAN SILVERSMITHS AND THEIR ENGLISH SILVER—1675-1825 $5.09 
1958 EDITION MARKS III $25.00 _ Stephen G. C. Enske & Edwerd Wenham 
Jewelers’ Circular-Keystone Bieder $17.58 aS © See Pelee apa Line drawing illustrations—109 pgs. 
Without Binder , a ¥. THE GOLDSMITH’S AND SILVER- 

With Leather Binder $27.50 umapadiinntat SMITH’S MANUAL $5.00 
More than 1,200 Iliustrations—indexes of BOOKS OF OLD SILVER $5.00 Staton Abbey 
pattern names Seymour B. Wyler For these working in precious metals— 

20,000 halimarks—447 pgs. 105 pgs. 
Order Your Choices Today! 


THE JEWELERS’ CIRCULAR-KEYSTONE 
Chestnut & 56th Streets, Philadelphia 39, Pa. 


Check or money order must accompany all orders. Do not send cash. Prices subject to change without notice. No books sent on approval. 














WHEN YOU HAVE A STORE OR STOCK TO 


PRICE ... 
always a 
reliable price, 
usually 

the highest 


TERED oo 
equipped (in 
size and 
experience ) 

to come, bid, 
buy, and pay 
cash, in the 
quickest possible 
time. 


REPUTATION .. 
ours has been 
built and is 
growing, on 
integrity. 

since 1903, 


the oldest 
and largest 
buyers of 
jewelry stores 
and stocks 

in the 

United States, 


ISN’T IT A MATTER OF DOLLARS AND SENSE? TO CONSULT 


Jewelers 
aires gf Rak 


38 Bromfield Street, Boston, Massachusetts « Telephone HAncock 6-3233 


WRITE FOR THE BOOKLET “DOLLARS AND SENSE FACTS ABOUT SELLING A JEWELRY STORE OR STOCK” 


TEMBER 196 
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K Everybody is thrilled by the enchanting beauty of Kreisler’s stunning new line...exquisitely crafted and 
f CGS Oi f° styled for men and women. Completely adjustable in expansion and non-expansion bands. White or yel- 
low gold, $20 to $85 (plus Fed. tax). Jacques Kreisler Manufacturing Corporation, North Bergen, N.J. 
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Colibri by Kreisler lights your way to more sales with new kr 7 Sli rh fashion concepts in 


table lighters, Grenadier and Pageant—stunningly styled to spark buying desire! Pocket and purse lighters, too, 


faultlessly fashioned for matchless beauty. Available in butane-powered models (with the exclusive Invar valve), 


and in standard models as well. Jacques Kreisler Manufacturing Corporation, North Bergen, New Jersey. 
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SCHUMANN CIRCUS 


OF DENMARK 
Ss” FOR THE FIRST TIME ON AMERICAN TY “OS 
































ggg WITH AMERICA’S 
_ ee BRINGING TO AMERICA 
and his great sidekick, BREATH «TAKING 


~ JERRY MAEONEY | 4 BYE-POPPING ++ 
AS YOUR MASTERS of CEREMONY | NEVER-BEFORE ACTS AS 
TELEVISED THE DEATH DEFYING 


: HO BSPECIALLY FLYING MARILEES 
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KOR TIMEX | THE FEARLESS BERTINIS 


IN DENMARK THE INCREDIBLE 


NELLOS’ FOOTBALL DOGS 


OCT. 2157 KUBLER’S CHIMPANZEES 
* KOK KOK XK 


— — _4 || SCHUMANN’SLIBERTY HORSES 


BROUGHT TO YOUR CUSTOMERS BY A N D M 0 RE | M 0 : , | M 0 R E | 
TIMEX S CIRCUS ACTS! 
THE WORLD’S LARGEST MANUFACTURER OF WATCHES ST U PEND 0 U S CIRC U S ACTS 


375 PARK AVENUE, NEW YORK 22, NEW YORK - 1300 JANE STREET, TORONTO 15, CANADA 
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WHAT IS AMERICAN 
ISRAELI DIAMONDS, INC.? 


INTRODUCING is 
®@ It is the Americen Division of Israel’s largest 


TO eg on | E importer of rough and exporter of polished 
diamonds. | ; ‘ 
AMERICAN 
_ @ Its Tel Aviv headquarters account for approxi- 
| ‘ ; ; 
cr) j A Vi @) Ni BD) i | mately = Y of israel Feet i camden of rough. 
a 6 | 


@ its sales and the total ‘enous of polished — 
INDUSTRY _ diamonds of its other five branches exceed — 
$30,000,000 per year. 


HERE'S HOW AMERICAN 
ISRAELI DIAMONDS 
REDUCES YOUR DIAMOND 
COSTS ...INCREASES YOUR 
DIAMOND PROFITS! 


@ its prices are better than competitive, based 
on factory prices. 

@ it has on hand a tremendous stock of fuil- 

, cuts... from two points to one-half carat... 
to fill your most exacting requirements. 


@ it eliminates the “original parcel’ buying 
method. 


@ it permits you to buy the specific qualities, 
colors, sizes and quantities you need. 


@ it reduces costly inventory by stocking your 
diamonds. You order what you want when you 
want it. 


@ it assorts your exact quality once established, 
eliminating your losses on rejects or sub- 
standard stones. 


@ it assures immediate delivery of consistently 
uniform quality diamonds any time and every 
time you order. 


@ it extends credit terms to fit your individual 
financial picture. 


Come in and discuss your individual requirements with us — or, if you prefer, call or write us,.for full details 


AMERICAN ISRAELI DIAMONDS, INC., 609 Fifth Avenue, New York 17, New York 


NEW YORK ° TEL: AVIV. e@ ANTWERP ° LONDON ° ZURICH | MONTREAL 
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Here are the 
newest designs 
beautifully 
achieved in 
luxurious 14K 
gold. Only 
Regency offers 
these magnificent 
creations that 
are sure to 

mean more sales 
at your fine 
jewelry counter. 
Write today 

- for further 
information about 
our complete 

line of fine 


gold jewelry. 


Ke Egency Creations, Ine. 


SS Wee, S£6th STREET - NEW YORK, WN. Y¥. © Circle 7-6311-2 
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look to this outstanding line-up 


Televisions: Dave Garroway will be working for 
you on the full NBC network line-up. Watch him show the 
Inside Difference Comparison and Talk Swiss during 
the 13 intensive weeks... leading on to the peak Christ- 
mas buying season. 


Radios Jim Ameche wil! Talk Swiss and compare 
the Inside Difference in 30 national markets for 9 con- 
centrated weeks from September to November. 

And that’s not all! The by-now famous Watchmaker of 
Switzerland radio contests are starting again. Keep posted 
on the one in your area! Work with your station. Score the 
greatest number of entries. 


Magazines: Look for the November issue of 
Harper’s Bazaar, Town & Country, and Vogue. You’ll be 


seeing full-page ads of Swiss Jeweled Watches... in all 
their beautiful fashion correctness. 


Special Promotions: Your new Inside 
Difference Comparison Display is on its way. Look for it! 
Read the helpful broadside. It features national news- 
paper and radio pickup copy. Use it locally. The new 
Watch Comparison Booklets are also in the mail. Hand 
them out to all your customers. 

Once customers see the inside difference and hear the 
inside difference, they'll know why to look for a precision 
tested quality movement...17 jewels...Swiss on the 
dial. 


FEDER 
5 I, 
° 


THE WATCHMAKERS OF SWITZERLAND 
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He’s got a good head for business 


...and you probably do too. So if you’d like a 
cheerful earful about profits, just turn the page. 



















































































Some people say “ballpoints have cornered the pen 
business” Not so! The W. A. Sheaffer Pen Company (who makes both ballpoints and 


fountain pens) points out that in 1959 retail sales of seventy-cent-and-up ballpoints totalled 
$43,460,000 . . . while fountain pen sales amounted to $45,300,000. What’s more, Sheaffer 
fountain pens enjoyed a 44% share of this substantial, important market. Conclusion: 


fountain pen business ts big business and always has been. 


ee SE OR A RRR EY RE ROPE RPA TSTTY eran nS 





You enjoy as much net profit from one Sheaffer °15 
fountain pen as from seventy-five ‘1 ballpoints 


A well-known department store computes net profit on Sheaffer quality fountain pens (after 


mark-downs, shortages, cash discounts, operating expenses) at 12.4%. For all other sta- 
tionery classifications, net profit averages 2.5%. Conclusion: the dealer who puts proper 


display and promotion effort behind quality fountain pens may find money coming out his ears! 





nana eet oe = tay oe, nC 


Now—Sheaffer’s is helping wi 


...with a new distribution policy. sheaffer’s new “Controlled Dis- 
tribution Plan” offers legitimate profit to legitimate dealers. It is a matter of company 
policy that Sheaffer primary line products will be sold only through franchised Sheaffer 
dealers and to no other outlets of any kind. For its primary line products, Sheaffer is 


screening out 40% of its retail outlets. Conclusion: you have a competitive edge when you put 


display and promotional emphasis on your Sheaffer products. 











Se ae 


...with a new sales program “custom tailored” for 


° 
your business. Sheaffer has a complete sales plan for your type of business and 
trade. Products, pricing procedures and sales aids have all been selected for efficient mer- 
chandising activity in your store. The Lady Sheaffer Collection and PFM, Pen For Men 
... the new “Target” pen... plus other exciting products and advertising backup. 


Conclusion: it’s Sheaffer for planned selling on a price-protected basts. 





° “ . 
Separate quality pens from low-priced merchandise. 
If you’re hungry for more of that high-profit fountain pen business . . . watch the way you 
mix your ingredients. All the smart cookies keep the quality pens separated from low-priced 
writing instruments . . . because they know customers regard quality fountain pens as 
proud possessions and excellent gifts. Conclusion: un-confuse your customers—separate your 


quality writing instruments from low-priced items. 























Build quality display. Experience shows that sales of fountains pens and 


other writing instruments go UP when pens are properly displayed. Profit per square foot 


of display space is high, so why not take advantage of it... particularly since Sheaffer has 
already cooked up a number of unique display ideas and is ready to hand them to you on 
a silver platter. Conclusion: build your pen department profits by building quality display wth 
America’s best-selling line of fine fountain pens. 
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Advertising and 


Sheaffer consumer advertising 
selling periods. In 


promotion materials help you sell. 


appears throughout the year—is inte 
“Store promotion m 


... handsome counter merchandiser 
window displays . 


nsified during your best 


compact pen departments 
require almost no space... colorfy) dimensional 


posters and banners... . sales training and incentive 
whole story from Jour Sheaffer representative. 


aterials include two complete, 
S that 
-- Counter cards, 
programs. Conclusion: betiey get the 


© 1960 w. a. SHEAFFER PEN COMPANY, FORT MADISON, IOWA » Suearren PENS, MaiCo Hearing Alcs 
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The New DOXA Watch 
that means Two-way Profit 
for you, Mr. Dealer! 


PROFIT +1: People want this new idea in fine watches 
for themselves...asa gift. 


| PROFIT +2: It takes only a few minutes for you to 
D> o>. ¢-\ affix the initials and you receive an extra profit! 
: Write for details now. 
neti tclinal -—— MORE PROFIT! 
1. DOXA “grafic” for 2. DOXA “Sfygmos” 


men and ladies... for doctors ...anew 
1960’s BIG SELLER. market for you. 














*Patent Pending 
DOXA WATCH COMPANY, INC. 665 Fifth Avenue New York 22, N: Y. 
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Thev re New... 


tachments for any size pearl necklace or may 


of the huge opal f \ be worn separately. Pearl necklace and 14K 
adds to the beauty ; white gold brooch are $800 Keystone. From 
of the oval cut dia- by tobert Altman, Inc., 38 W. 48th St., New 
monds in this new . York. 

CHURCH & 

COMPANY 
creation — a lovely 
14K yellow gold ring 
with an unmistakable 

air of quality. 


a a 
Sg RBs LAR tine ee 


Diamond-set brooches serve either as at- 


— f Seven-jewel waterproof and shock resistant 
3125/19 watch has luminous markers. Top is chrome 
and back is stainless. $16.95 retail, including 
matching expansion band. From Oris Watch 

Agency, 15 W. 37th St., New York. 


CHURCH & COMPANY 


Manufacturing Jewelers 
2 Garden Street, Newark 5, N. J. 


wen, Transistor wall clock in antique motif is 
Oe ey ee ae said to operate for a year on a flashlight 
eae pret adit battery. “Elegante” (401) has 15-jewel move- 
GEM SOCIETY ment. Also available in similar design in 

brown enamel and modern dial. $59.95 retail. 

From Semca Clock Co., 30 Irving Place, New 


York. 


irade mark registered 








Increase your Sales 


and Profits by having 
ALL the Sterling Flatware Patterns 








at your fingertips 


This book is a necessary selling tool. The Sterling Flatware Pattern Index 


Used every day by jewelers across the is handsomely printed on heavy coated 


;' : , a stock and is conveniently prepared in 
nation, it contains actual-size illustra- 


; ao ; ; loose-leaf form. Revision sheets are 
tions of active, inactive and obsolete 


, made available at reasonable cost every 
sterling silver flatware patterns made by ’ 


few years. 





manufacturers in this country. 


Easy-to-use, this valuable reference 
a “ad hich |; THE JEWELERS’ CIRCULAR-KEYSTONE 
nies as a complete imdex whic ists: Chestnut and 56th Sts, Philadelphia 39, Penna. 


Enter our order for a copy of THE STERLING FLAT: 
ft ‘ P’ 
the manufacturer's name WARE PATTERN INDEX. 


With binder $27.50 Without Binder $17.50 
1958 Revision sheets $6.75 


the current status of every pattern Check or Money Order for $ 


® the pattern name 


With binder $27.50 ©@ Without binder 
$17.50 


FOR THOSE WHO ARE ALREADY USING THE INDEX 
THE 1958 REVISION SHEETS WILL BE SUPPLIED AT $6.75 
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They're New ... 


Irresistible 


Ancient Greek key design has been boldly 


pride of American Craftsmanship used by General Electric for its new “Gre- 
cian Key” decorator clock. It measures 20 
by 20 inches. $49.95 retail. 


~5 


[ 


peng, 
a 
ta’ FG 
Brae 


sere 


ju 


Steam iron by Universal has two dials: one 
sets temperature of iron, the other regulates 
amount of steam. User may choose low set- 
ting for synthetic fabrics while spraying heavy 
steam to work out wrinkles quickly. $27.95 
retail. From Landers, Frary & Clark, New 
Britain, Conn. 


The Claremont 


Your most cultivated customers 
have already been captivated 
by the charms of Chelsea 
precision clocks and barometers, 
through consistent advertising 
in America’s leading quality 


magazines. Be sure you have 


the complete line of Chelsea’s 

“Engraved Elegance” collection of Christ- 
mas cards has 40 designs suitable for profes- 
contemporary, and marine sional or “Mr. and Mrs.” use. Designs are 
die stamped from hand engraved dies. Re- 
ligious and coaching scenes predominate. 


From Rust Craft Publishers, Dedham, Mass. 


famous traditional, 


clocks and barometers. 


The Willard 


For free illustrated catalog of our 
entire line of fine instruments, write: 


Pi bos Exa Model II is companion camera for 


Exakta. The 35mm single lens reflex camera 
CLOCK COMPANY has a nine-speed focal plane shutter with 
speeds from % to 1/250th of a second. With 
990 EVERETT AVE., CHELSEA 50, MASS. | F2.8 Isco Westanar lens it retails at $99.50. 
From Exakta Camera Co., 705 Bronx River 
Rd., Bronxville, N. Y. 
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DISTINCTIVE DESIGNER 


of Precious Stones, Platinum, 


Gold and Pearl Jenelry 


DPS 112 


at Ni, > 
‘52 s wade fT; ene ee ee \ 
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Rings, Earrings, Brooches, Necklaces, 
Braclets and Pendants in distinct 
and varied styles in platinum and 


18 Kt. gold. 


For further memorandum or 
information call or write: 


Robert Altman Ince. 


38 WEST 48th STREET NEW YORK 36, N. Y. 
Plaza 7-1658 Plaza 7-1983 
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aie Kosary of the Whonth ; 


Catamore Rosaries . . . handsomely crafted of pre- 
cious sterling silver and the finest rosary beads. Dis- 
tinctive . . . beautiful original designs. Sales are 
bound to increase—and profitably. 


Selected 
and 
Serviced 
by 
Leading 
Wholesalers 


SS 
R376 /20-538 $10.75 5 
| 


Full Tin Cut crystal bead, e 
hand engraved cross and tor 


center. 








“EXOTIC FASHIONS 


IN re om 


COBRA BRACELET 
Hand crofted 
Sterling 

$8.00 


Keystone 


COBRA TWIST 
RING 
Hond crafted 
terling 
$3.50 


Keystone 


Exciting Fashions Imported 
from Siam 


NEW! 


COMPLETE 
ILLUSTRATED 


CATALOG — s 


tD. 


Importers 


373 No. Beverly Drive 
Beverly Hills, Calif. 


iam 


A full line of Sterling Silver 
in the dramatic Niello finish 
of jet black combined with 
delicate historical engravings. 
Write today! 


They're New... 


Contrasting boomerang panels combine in 
the futuristically shaped “Flight II” by Hamil- 
ton. The case is 10K gold-filled and it has 
Hamilton’s 22-jewel “Medallion” movement. 
$95 FTI. 


Retractable key chain is a feature of “Paris 
Purse” (2-5120). Change purse, bill holder 
and card compartment are inside. It comes 
in antique white or black. $5 retail. The 
House of Nash, 316 Barrow St., Jersey City 
2, N. Jd. 


“Linear” has gold-plated base and rim 
(156). Crystal glass dial is etched and filled 
to form the markers. Reflected light allows 
clock to be used as night light or as TY 
light. $29.95 retail. From Haddon Products, 
Inc., 800 5. Ada St., Chicago. 
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Ten fine diamonds in rec- 
tangular settings flanked 
by magnificent contrast- 
zr satin finish. Tapered 
gleaming shank. Bright 
Stepped edges. In 14K 
gold only 

Keystone $132 per set 


Tay: 


ip Mila -meeir-laslelsles-Mlame lt) -4 
onal. bar, exquisite hand 
carved Florentine finish 
center. Tapered gleaming 
shank. Bright polished 
edges. 14K all white or all 
yellow gold. 

Keystone $115 per set. 


This original creation 
features a charming plaid 
pattern, all hand carved. 
Bright stepped edges 
afford gleaming high- 
lights. In 14K all white or 
all yellow, gold. 

Keystone $66 per bet. 


Beautiful hand carved yel- 
low gold Florentine finish 
contrasts with dainty re- 
cessed white gold darts 
and swiris. Bright white 


gold stepped edges. In 


14K gold. 
Keystone $66 per set. 
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NEW, 
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CONCEPTS 
IN DESIGN! 


Stock them... 
Show them... 


























You'll sell them! 
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WEDDING RING SETS 

















Your customers will see at once the amazing difference in the refreshingly new line of 
hand carved Barel Bridal Matched Wedding Ring Sets. And you'll be delighted with the big 
difference they’!ll make in your sales and profit picture. Each one is a triumph in exclusive 
styling, yet so modest in price. . . your unbeatable formula for creating Es olan) meelatitel-alece 
fast turnover and store prestige. 


Barel Bridals are available’in a large selection including the ultra-smart hand carved Swedish 
and Florentine finishes .. . proven by far the most enduring and finest available anywhere 


The Barel signature JQ appears in the shank of every ring to assure you of a genuine are 


carved original. 


Here are four of our latest distinctive creations destined to be sensational! sales boosters. 
Our salesman will be pleased to show you our complete selection. 


Controlled distribution—sold by the manufacturer directly to the retailer. Free mats available upon request, 


DEPENDABLE 24-HOUR SERVICE ON ALL SPECIAL ORDERS 


BRIDAL RING CO., INC., 88-06 Van Wyck Expressway, Jamaica 18, L. |.. N. Y. 





Reprinted from the editorial pages of May Vogue 
Copyright 1960, The Conde Nast Publications Inc 


januaRy- februaRy + maRch+ apRil+ mayR + juneR 
julyR + augustR + septembeR + octobeR + novembeR + decembeR 


every month 25 the month for selling 
... that’s the Imperial Idea! 


There's an R (for Rousing success) in every month you 


yxromote Imperial Cultured Pearls... America’s foremost name in 
| 
































fashion in cultured pearl jewelry. = = 


IMPERIAL PEARL SYNDICATE, INC., wor/d’s /argest sel/iers of the world’s finest cultured pear/s 
NEW YORK: 681 Fifth Ave. © CHICAGO: 5 NW. Wabash Ave. © DETROIT: 914 Michigan Theater Bidg. © BEVERLY HILLS: 9441 Wilshire Bivd. ¢ TOKYO: 45, Akasaka Shinsakamachi, Minato Ku 
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FOR, EXECUTIVES, SECRETARIES, TRAVELERS... COAST TO COAST 


MODEL107. ...30 HOUR FOUR ZONE DESK-TRAVEL ALARM. 
... This Is The Greatest ! A most remarkable timepiece that visibly indi- 
cates at a glance all four U.S.A. Time Zones... at one time. Fully 
synchronized... simple adjustment changes Time Zones, when neces- 
sary. Gilt trim Texol case. Raised gilt figures, indicators, luminous 
hands and hour dots. Size: 3x3". Colors : tan, red, brown alligator, blue. 


SEMCA CLOCK CO., INC. 
30 Irving Place, New York 3, N.Y. 


Canadian Branch: Semca Clock & Watch Co. Ltd. 
100 Lombard St., Toronto |, Canada Catalog on request 















Tells time —~$emcd 
moround the world Precious Hours for more enjoyment 7 


HONOLULU S. FRANCISCO CHICAGO NEW YORK AZORES LONDON | BOMBAY BANGKOK SHANGHAI TOKYO AUCKLAND 
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Tops” im fficrency 


MODEL 754. 30 HOUR ‘‘WORLD TIME” DESK-TRAVEL-ALARM. 
Here's versatility beyond compare. The correct time ...ata glance 

. throughout the World... ‘‘works like magic."’ An exceptional 
gift to give ...to own. Gilt bezels, one with names of cities and 
islands over the world, the other with numerals, indicating time 
differentials in a most simplified manner. Genuine leather case, 
raised gilt figures, luminous hands, hour dots. Size: 3-% x 3-%". 
Colors: pig, brown-alligator, red, blue 





SEMCA CLOCK CO., INC. 
30 Irving Place, New Yoik 3, N.Y. 


Canadian Branch: Semca Clock & Watch Co. Ltd. 
100 Lombard St., Toronto |, Canada Catalog on request 








pictured beiow: George Russel, Vice-President, right, and Harold Russel, Sec’y-Treasurer 


‘‘75% of our advertising money goes into the Yellow Pages!’ says 
George Russel, Reed’s Jewelers, Staten Island, N.Y. “‘We invest more 
in the Yellow Pages because we know it works! Again and again, people 
tell us they found us through the Yellow Pages—especially prospects 
looking for brands we stock. We list the famous brands of china, silver- 
ware and watches that we carry right in our ads, and it really pulls in 
the customers!” @ Display ad (shown reduced at right) runs under 
JEWELERS — RETAIL. Call the Yellow Pages man at your Bell 

telephone office, and let him help you plan your program! 


Display this emblem. It builds your business! 








— Shaving heads of Noreleo’s “‘Floating-Head”’ 

A Distinguished Collection Oe dpm electric shaver have cutters which swivel to 

’ * alae Wy SX allow shaving heads individually to follow 

of Quality Watches that 7 ‘Ns ve . gente? 

Q F contours of face (SC-7860). New motor is said 

to be vibrationless. Side flaps open for easy 
cleaning. $29.95 retail. 


provides these advantages: 

e Full Profits for Retailers 

e Consistent Retailer Protection 

e Prestige Line for Today & Tomorrow 


Plastic ““Vue-Chest” for jewelry has an 11- 
section drawer, interlocks with other “Vue- 
Chest” units to form multiple storage units. 
Drawer (300) is $1.98 retail and divider (150) 
is 59¢ retail. Pandora Co., 3300 W. Olive 
Ave., Burbank, Calif. 


The new Racine Royale models repre- 
sent the ultimate advance in seven : : 
decades of fine watch craftsmenship. Y\ RS rae OU 


Their distinctive beauty is enhanced | =p 6 863 66. ee ree Saar RESPIR 
: - . 4 ' by” “~o 
by superbly designed Swiss cases. a” 


Sold through These Distributors: | 
~ 2 i Repeating circles offset by 40 baguette dia- 
|. ALBERTS SONS, INC., Boston, Mass. G~4 monds are used in this platinum covered 


bracelet watch. It has a total of 161 dia- 


~ thon 
B-H. ; ; : Pim monds. From EternaLight Diamond Co., 48 
H-K CO., INC., Milwaukee, Wis. Vata, etek. Bae Pook, 


JOS. B. BECHTEL CO., INC., Phila. 


A. C. BECKEN CO., Chicago, Ill. 


WM. R. KATZ CO., Dallas Texas 
E. W. REYNOLDS CO., Phoenix, Ariz. 


Racine Royale Models for , wae 
Men and Women Retail | ef “Declaration” is name of this golden eagle 
sa clock for Early American decor. Bezel is 
from 38.50 to $163.00 polished solid brass. Eight-day movement is 
wound by a retracting nylon cord at base. 
JULES RACINE « company. inc Wingspread is 27% inches; dial is five-inches 
in diameter. $55 retail. Seth Thomas Clocks, 
20 WEST 471th STREET, NEW YORK 36 Thomaston, Conn. 
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CASUAL “‘CLASSIC" in Brown or Black Hand Colored Steerhide. 
Five roomy compartments. Center partition zipper. Nylon lined 
and stitched. Style No. 6001. Size 10x 5%. Retail price $18* 


ity Mt 


a 
one 25 ve 
ABE CIP Rp nt 


POPULAR GIFT style in Black or Brown Colored Steerhide. 
Leather-lined and hand-laced flap. Adjustable shoulder strap. 
Back zipper pocket. Style No. 6098. Size 8x7‘. Retail price $22* 


MEEKER Handbags 


with hand-tooled designs ride high, wide and handsome the year ‘round! 


These handsome, all-purpose handbags with casual, 
classic styling are popular gift items... all-season sel- 
lers! Customers who like the artistic touch of fine leather 
carving will appreciate the finesse of MEEKER’s hand- 
tooled designs with just enough decor. 

MEEKER handbags are famous for their deluxe fea- 
tures: roomy compartments... adjustable shoulder 
straps...hand-laced and leather-lined flaps... nylon 


linings ... unusual metal closures. 

With over 50 years’ experience in fine leather crafts- 
manship, MEEKER is the Number One Source for hand- 
tooled designs in Hand Colored Steerhide. Styles also 
in smooth saddle leather. 

Low-inventory .. . high-turnover! Ask about our tried 
and tested, basic stock, quick-delivery plan. Retail from 
$18.00* to $35.00* *Plus Excise Tax 


See complete MEEKER personal /eather goods line 


Men's and women's billfolds, keycases, pocket secretaries and other fine 
leather gift items. Hand-tooled as well as smooth leather 
items. Send for MEEKER’S FREE CATALOG today! 


THE MEEKER COMPANY Home Office—Joplin, Missouri. New York Office—347 Fifth Avenue. 
Exclusive Canadian Representative: Fancy Leathers, Ltd., Quebec 8, P. Q., Canada 
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They're New. . 


Nationally iclsimed 
for durability. . . 


PLASTIC inalt 


Decorator colors 


) PARCHMENT 


plain or printed 


“Jack Shepard” coffee service from Towle 


comme oalke, Silversmiths is reproduced from an English 
for f | ta i ere 
MARKINGS | design of the 18th Century. The three-piece 


Te 


ta 


set retails at $195. 


ae 


GEE 


= 











with the revised 


Stimulate R a 


SALES aLeum 


The famous Bellavance 
Album has just been revised 


to help you increase display 








Indoor-outdoor thermometer shows room 
temperature compared with that outside. 
Honduras mahogany case is finished in ano- 
dized aluminum and comes equipped with four 
foot cord for mounting outside attachment. 
$9.95 retail. From Swift Instruments, Inc., 
Boston. 











and sales. Just flip open the 
cover and 48 brilliant expan- 
sion bands are presented to 


the customer. 


Bellavance wide selection 
of bands include both men’s 
and ladies’, gold filled and 
stainless. These fast-selling 

bands are all backed by 
the famous Bellavance 
immediate service guaran- 
tee. All repair orders serv- 
iced and returned to you 
within 24 hours of arrival 
at our factory. 


SEE YOUR WHOLESALER 
Quality... OR WRITE: 


and Dependability 


with Service ) é 

Self-winding men’s watch from Elgin is 
27-jewel model in very thin case. Simple dial 
OF ATTLEBORO has raised jet black hour and minute track. 


: The one-piece 10K gold case has stainless 
BELLAVANC E, N C., Attleboro, Mass. | steel back. $69.50 retail. 
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DECLARATION OF DEPENDENCE 





Our relationship with jewelers is the cornerstone upon which Croton was founded in 1878. We 
depend on jewelers. They depend on us. And for some very sound reasons. We’ve always offered 
the lowest cost prices, as well as the highest possible mark-up. We have been, and continue to be, 
the jeweler’s most complete source of fine watches in all price ranges. Famous Croton quality 
assures the jeweler of steady repeat business without costly repair headaches. We consistently 
supply the jeweler with fresh new designs, making his seliing easier and more gratifying. Truly 
a “partnership in profit”, created of, by and for the jeweler. This is our “declaration of 
dependence’’. Will you share its shining future with us? 





See next page for innovations in ladies watches... 





A magnificent 17-jewel collection 
of bright new styles 
—priced and styled 
for profitable selling 





GINA 10k. rolled gold plate (yellow or white). Stainless LiIZ—10k. rolled gold plate (yellow or white). Stainless 
steel back. 17 jls. Bracelet. steel back. 17 jls. Shock-resistant. Cord, 


Keystone Retail Keystone Retail 
$27.90 $29.95 $39.90 $39.95 


ANITA—10k. rolled gold plate (yellow or white). Stainless NOEL — 10k. rolled gold plate (yellow or white). Stainless 
steel back. 17 jls. Bracelet. steel back. 17 jls. Shock-resistant. Bracelet. 

Keystone Retail Keystone Retail 

$27.90 $29.95 $33.90 39.95 


All watches beautifully boxed—no extra charge. 











ee a OT O N FINE WATCHES SINCE 1878 
CROTON Watch Co., Inc., 
404 Park Avenue South, New York 16 


Los Angeles Office: 
CROTON Watches, 448 South Hill Street 
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DULCET—12 Diamonds. 14k. 
White or Yellow. 17 jls. Shock- 
resistant. Cord. 


DULCET CS / Me Keystone Retail 
ro > $93.90 $99.95 


LAURA—12 Diamonds. 14k. 
White or Yellow. 17 jls. Shock- 
resistant. Cord. 


Keystone Retail 
$93.90 $99.95 


Spread them out on velvet. Display their petite charm. Point out the 17-jewel, 
no-compromise quality. And the prices! (Savings of several dollars each, com- 
pared to other makes.) And let every sale pay you a proper profit ...the final 
vindication of our solid policy created on behalf of You the Jeweler. 


Order a complete selection in time for holiday selling! 





VALERIE 


CAROLE 


VALERIE — 10k. rolled gold plate (yellow or white). Stainless RHONDA — 14k. White or Yellow. Florentine. 17 jis. Shock- 
steel back. 17 jls. Shock-resistant. Strap. resistant. Cord. 


Keystone Retail Keystone Retail 
$43.90 $49.95 $57.90 $69.50 


PAMELA — 10k. rolled gold plate (yellow or white). Stainless CAROLE—14k. White or Yellow. 17 jis. Shock-resistant. 
steel back. 17 jls. Shock-resistant. Gold Filled bracelet. Cord. 


Keystone Retail Keystone Retail 


CROTON Watch Co., Ine. 
404 Park Avenue South, New York 16, N. Y. 


Please send the following watches: 


Store Name 





Address____ 











City Zone State 





Signature 
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They're New 


TIME-ALL 


PROTECT YOUR 
STORE AND HOME 
. Turns Lights and Appli- 


ances on and off Automati- 
cally! 





Good insurance against 
breaking and entering. Sim- 
ply plug TIME-ALL in, set 
it and forget it. Never needs 
resetting. Recommended and 
endorsed by insurance com- 
panies and police officials. Eee 


A-211 DELUXE MODEL. Smart plastic case 
in neutral gray with spruce green dial. 125 
volts, 60 cycles, 15 amperes, 1650 watts. Retail 


$10.95. Keystone $15.94. Florentine finishes are used on flexible chain 
fob, bezel and dial of this thin 18K gold, 18- 


jewel pocket watch. Watch is $290 retail, 
and 14K fob is $130 plus tax. From Corum 
ff Watches, 666 Fifth Ave., New York. 
°° Ve 8 


10 SOUTH WABASH AVENUE 


Silversmiths Building 
CHICAGO 90, ILLINOIS 


CINCINNATI — DENVER — NASHVILLE 














WIN 
! WITH 


| First of the Golden Shield by Smith-Corona 
1 FOOTBALL CHARMS series is this “Meteor” portable typewriter. It 
has office-size keyboard, tabulation key and 


touch selector. Available in Arctic blue or 
sunset beige. $144.95 retail. 


ACTUAL SIZE 


You can be the big winner in the athletic 
banquet season by selling charms to the many 
champion teams. Build for permanent 
leadership in this field with Fisher quality, 
in Sterling, Gold-Filled, Rolled Gold Plate, 
and 14k Gold. Always through wholesalers. Matching ring and pendant have Linde syn- 
thetic star sapphires and are produced in 14K 
white gold. $55 Keystone for the pendant with 
chain and $75 Keystone for the ring. From 
J. M. FISHER COMPANY ° Attleboro, Mass. Church & Co., 2 Garden St., Newark 5, N. J. 


Catalog on request 
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New, Beautiful Floating ©) Aurora Borealis — 
available in & 











This Attractive display furnished free of charge 
with every 6 pendants, including handsome 
leatherette-covered steel Gift Boxes. 


FOR SPECIAL OFFER CONTACT YOUR WHOLESALER 


INC. 1311 LOMBARD STREET ° PHILADELPHIA 47, PA 


Gold filled and Sterling Silver. Available in pendants, earrings, and pins. 
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| They're New... 


~ YOURS is a real stamp 


program, Ed Freed, which every 
jeweler, who can, should join.” 


Se writes S. A. Meyer, brilliant head of the S. A. 
Meyer Stores, whe adds: “‘The inimitable Ed Freed has 
done it again. Every Jeweler, regardiess of his volume, 
regardiess of the size town in which he is located Must 
INCREASE his Diamond Sales by joining your program.’’ 


PERFECTED BY A JEWELER 
FOR JEWELERS! 


Ethical! Profit-Making! Sales-Tested! 


Yes... You, too, should join the ‘'Guild of Diamond 
Experts." For pennies a day, you, too, can be the only Jeweler in Flamboyant wall clock modeled after old 


your Community to advertise the fact that he is a member of the pocket watch runs 12 to 15 months on one 


“Guild of Diamond Experts’ ... You, too, can be the only Jeweler ats a . ‘ 
in your Community who will be able to Sky-Rocket his Diamond flashlight battery. The 19% -inch-high antique 


Sales because of our ‘Diamond Savings’ Stamps. You, too, can brass or nutmeg-and-gold finished clock retails 
be the only Jeweler in your Community to PROFIT from the hundreds at $33. From Syroco, Inc., Syracuse, N. Y. 
of ORIGINAL IDEAS. All yours the minute you join. ° 


Write for spied ED FREER 
ar: X 











Boa 


. ) 


; ad ; 
x . 


AS Ye I 
111 EAST WATER ST., ELMIRA, NEW Y 











CASH for your “The Huntley” FM radio is latest addition 
to Golden Shield by Sylvania line. It has five 
, ° tubes and selenium rectifier. Its tuning range 
Surplus Silver, Diamonds and Jewelry is from 88 to 108 mc. $39.95 retail. 








We will pay cash for any of your sterling 
patterns—any quantity, large or small— 
active, inactive, obsolete, new or used. 


Send shipment for immediate offer. Our 
check covering payment in full mailed same 
day. Silver will be held intact awaiting your 
acceptance or rejection. 


We are also interested in cooperating 
with jewelers who receive calls for older 
sterling patterns that are no longer avail- 


able. 


Will also buy diamonds—any size and 
quality—as well as antique and modern 
jewelry. 


Reference: Dun and Bradstreet 


The First National Bank of Memphis 


Julius Goodman | 

& Son | “Peek-a-boo” shutters on “Marquisette” 

. , bracelet watch slide back to reveal dial. It 
Memphis Jewelers Since 1862 , 

comes in several colors with gold stars. $95 

102 SERRE Seen Ceara, LE eaens | FTI. From Wyler Watch Corp., 131 E. 23rd 


St., New York. 
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- WATCHBAND LINE TO 
CELL EVERY CUSTOMER! 


The leading nationally advertised brand 
in the premium price range 


DUCHESS BANDMASTER in the 
popular price range 


Your biggest volume—and biggest profit 

—is in the price range just below the high 

prices of the leading ‘‘name’’ brands. 

In the DUCHESS price range you sell the 

most and make the most. Because 

DUCHESS BANDMASTER covers every price 
from very low to where the high-priced bands 

begin, you require only two watch band lines 

to ring up a sale with every customer. 

Sure, you need the big fellow with the big advertising 
and the big price tag. But, insure your sales with 
DUCHESS BANDMASTER, the popular-priced 
band with the premium-price band quality 

that wins and keeps customers. 

Strike up with BANDMASTER. Ask your 
wholesaler today for DUCHESS BANDMASTER, 





What DUCHESS gives you: 


i Quality, design, and construction equal stuck with heavy, costly inventory on 
to—and better than—bands selling for “deals”. 
more. A full line of styles for men and 
women. 


Compact, practical displays that help 

sell without hogging space. Free with 

standard, pre-selected ladies’ and men's 

assortments. Economically designed so 

3. No loading-up. You buy only as many that their cost isn't passed on to you in 
Bandmasters as you want. You don't get higher band prices. 


“Custom-Size", Bandmaster's patented 
no-tools sizing feature, easiest, fastest. 


Worn as original equipment by America’s finest watches. 
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uchess JEWELRY MANUFACTURING CORP. 


300 OBSERVER HIGHWAY, HOBOKEN, N. J. 
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rele aue is 


with & “PERSONALIZED” LOOK 


Stock jewelry packaging 
treated for YOUR merchan 
tise Over 80 assorted 
styles to. meet any pack 
aging needa 
‘Shown j ne of our mos? 3 oo o e 

bbiine metalcoses. Attroc be as “Swan Lake,” new International Silver 
on Tih gece quelle eased ne is , Co. sterling, is said to be inspired by the ballet 


embossed gold edged : 
lester with interior fittings of the same name. Forks and spoons have 
° hite satin nd em at 

ln elves. Pocket for a heavy platform where they are joined to 


2° or colored ' 4 handles. Knife blade curves in line similar 
Send § | : to handle. Five-piece place setting retails at 
end for our current # 

aehiclicleMmLlitE tigehilate. eg ; $34.50, FTI. 


our complete 
Stock Lin 
available for 
delivery 


Box No. 
LS-O 











We will gladly desiga 
your own specialized 
package for you. 





“Dash” electric alarm from Westclox has 
either plain or luminous dial. Its high-impact 
case has five-year guarantee. $4.98 retail 
with plain dial in white or pink case. 





523 MT. HOPE 


Florentine panels, parallel chains, and 
sculptured bands combine to form a diamond 
studded bracelet watch. The French design is 
rendered in 14K gold. From Hammerman 
Bros., 31 W. 47th St., New York. 





Start-Her-Necklace of 
“@Orienta”’” Cultured Pearls 


Ronson hair dryer has two new attachments 
—a warm air brush and a warm air comb—to 
allow user to dry hair in three ways. All 


LEYS, CHRISTIE & CO., INC. work from the same three-temperature motor. 


Of : 
65 Nassau St., New York $26.95 retail. 
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A 
world 
exclusive 


[AGE] 


presents 





THE GWaet 
ULITRA- FAB I 


AUTOMATIC 


WATCH 





EELS LE 








Movement 2 3 MM _ Thin 
” 


An almost incredible technical 
achievement by specialists in 
the world’s thinnest watches. 


LOOK FOR PIAGET NATIONAL ADVERTISING IN TOWN & COUNTRY, 
SOCIAL SPECTATOR AND THE NEW YORKER 


IAGE WATCH CORP., 610 FIFTH AVENUE, NEW YORK ° JUDSON 6-6569 


MANUFACTURED BY PIAGE] SWITZERLAND 





—— 


All New 1066, Schick 


Its the mightiest razor of them 
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a 3 Speed Razor 


—all-and its mighty easy to sett! 


It’s the mightiest shaving instrument ever invented... 
3 Speeds plus the world’s largest head... most advanced, 
most feature-packed razor you've ever had in your store! 





DEMONSTRATE THESE NEW EXCLUSIVE FEATURES: 


‘4 beaaeid 


e At ag Ap 


Fully adjustable head. Open Shatterproof nylon case —a 


1,066 whisker-cutting slots 
make this the largest shaving 
head by far! Idea: use a magni- 
fying glass to give your custom- 
ers a clear look at the four dif- 
ferent kinds of slots...for long, 
short, thick and thtn whiskers. 





3 Speed control lets a man shift 
speeds...even while shaving... 
to fit the shave to his beard. 
The 3 speed sound alone sells 
this exclusive difference for you! 
Another big talking point: the 
most powerful motoronany razor! 





the whiskits and let your custom- 
er try moving the Custom Comb 
bars up or down. He has com- 
plete control of the shaving head 
...to shave as close as he wants, 
without irritating tender skin. 





terrific “sales clincher” — good 
news for any man who’s ever 
dropped his electric razor! And 
display the custom-crafted carry- 
ing case... finest your customers 
have ever seen! 


MIGHTY ADVERTISING HITTING 4 OUT OF EVERY 5 MEN! 


schedule! Double-page spread —and page after page 
right up to Christmas—in LIFE and SPORTS ILLUSTRATED. 
BONUS SPECIAL... extra-profit programs on all Schick 
razors! Your local Schick representative will give you 
the complete details. 


Network TV: WITNESS... dramatic face-to-face court- 
room encounters with the most infamous criminals of 
the century...created by the fabulous David Susskind... 
the hottest new show of the year. And, FACE THE NATION 
-..a proven seller” for 7 years. Saturation TV spot 


SCHICK HAS A COMPLETE LINE OF MEN’S AND LADIES’ RAZORS FOR VOLUME, TRAFFIC AND PROFIT. 


a 


Schick Pre-Shave Lotion 
and Schick Powder Stick 


Schick Patrician — 
“Budget” ladies’ razor 


Schick ‘Crown Jewel’— 
Fabulous ladies’ razor 


Schick Customatic = 
Finest single-speed razor 


SCHICK INCORPORATED—INVENTORS OF ELECTRIC SHAVING  ©1960,Schjck Incorporated 


Schick 3 Speed — 
America’s best-selling razor 
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This 


Incabloc message was read and seen by over 100 million 
people this year. From Reader’s Digest to television programs 
your customers are Incabloc conscious. 





A new, stronger program is under way to give Incabloc 
equipped watches an even better sales value. 


An Easy Key to 
Watch Buying 


Selecting a Good 
Watch for Your 
Vioney 
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These are the facts you should use when selling a watch to 
take advantage of Incabloc: 

Incabloc is much more than the best available shock 
absorber; it is an important quality improvement of the modern 
watch because of the perfection of the Incabloc technique. 

It improves and maintains the accuracy of the watch by 
instantaneous, perfect recentering action after shock, superior 
and longer oil retention because of its new epilam treatment. 


Only jeweled-lever watches are fitted with Incabloc, and its easily 
recognizable lyre-shaped spring is becoming the distinguishing 
feature of the quality watch. 

The Incabloc system can be fitted into every kind of 
jeweled-lever watch — even the smallest and thinnest watches. 
Incabloc is your customer’s guarantee that he is buying a 
precison timepiece. 

Ask your supplier for a complete line of Incabloc equipped 
watches. 

To obtain the free sales material especially designed to con- 
vince your customer of the superiority of Incabloc equipped 
watches, write to: 


incabloc Corporation 
730 Fifth Avenue 
New York 19, N.Y. 


incabloc & 


You can request the following material: 
Incabloc Reader’s Digest reprints 
Incabloc Coronet reprints 

Incabloc Lyre-Shaped booklet 

Incabloc Demonstrator model 

Incabloc Counter cards 

Incabloc Technical booklet 


Information about our other products: 
Triostat new regulating device 
Girocap combined jewel setting 
Vibrograf timing machine 
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COMING! 
New Catalog 


The second week in September the new 
National Findings 75 page catalog will 
be coming your way. Featuring new 
innovations in gold and platinum castings 
and findings. New designs in Rings, 
Watch Cases, Pins, Earrings, Coin Hold- 
ers and Cuff Link backs. 


Catalog will offer special prices to quan- 
tity users. 


To make certain you receive your copy 
of this fabulous new catalog, DON'T 
DELAY, Write Today 


\ Ehdte)ar-lim alates arcacm he) aey 


125 West 45th St. - New York 36. N. Y.- JU 6-4842 








to enhance your reputation 

as a quality jeweler — 
feature the leading : 
nationally advertised brand = 


* SIMULATED PEARLS 
+ CULTIQUE SIMULATED PEARLS 


how * CULTURED PEARLS 
A 


sold thru . ae 


jewelry s 
wholesalers a 


write for catalogue 


| PEARLS BY DELTAH INC., PAWTUCKET, RHODE ISLAND 
Sales Office: 9 Rockefeller Plaza,N.Y.C:- 





They're New 


Built-in wall clock has either nine or 12 
inch dial. It comes with 112-inch-high Arabic 
numerals in polished brass or black finishes. 
$17.95 retail. From Howard Miller Clock Co., 
Zeeland, Mich. 


“Boutique” is the name of a new series of 
ladies’ link watchbands. The center snap is 
an expansion unit. Available in either yellow 
or white 14K gold, it retails at $12.50. From 
Jacques Kreisler Manufacturing Corp., North 
Bergen, N. J. 


Ladies watch from new collection of “Racine 
Royale” series has an unadorned face and 
bezel set off by flared lug design. From Jules 
Racine & Co., Inc. Contact your wholesaler. 


Sterling silver money clip has Florentine 
pattern surrounded by deep cut design. Signet 
space may be engraved. $7.50 plus tax. From 
Anson Inc., 24 Baker St., Providence. 
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Learn how this Booklet 
can put you in the lucrative 
year round Gift business 


POOLE STAM co. 


TAUNTON, MASS. 





“The happiest sales in our 42 stores 


... says Mr. JAY RUDOLPH, of Syracuse, N. Y., President of RUDOLPH BROS., Inc. 


“We know that every Antarctic sold means a 100% 
satisfied customer... plus a full margin of profit. 
That makes every Antarctic sale a happy one for 
customers and us. 


“Why? First of all, we’re happy because an Antarctic 
sale is a watch sale without a headache. We know the 


only time an Antarctic customer comes back is to 
buy another. Secondly, we know we’re getting our 
full profit on every sale. 


“Our customers are happy because they have con- 
fidence in the Antarctic’s 3-year guarantee.” After 
the U. S. Navy tested the Antarctic in famous 


CROTON 


CROTON Watch Co., Inc., 404 Park Avenue South, New York 16 
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CROTON 
NIVADA GRENCHEN 





All Antarctic watches have 
17 jewels and tension ring 
crystals. They are water- 
prooft, shock-resistant 
with all stainless steel 
case of the highest quality 
and come in an outstanding 
Antarctic display box. 


ne" , : P 
a py ng } 
{> — The Guarantee: ‘If within 3 years the Antarctic fails 
| ) perform through any mechanical defects (outside of 


abuse), we will repair it free of charge 


- 
ah ) ‘igtin Miia sm. ieee! +When case. cfown and crystal are intact. 


are with the fonauien AN TARC TIC!” 


CROTON Watch Co., Inc. 

404 Park Avenue South, New York 16, N. Y. 
Yes, I want to try a selection of Antarctic 
watches. This is your authorization to send 
me an assortment of 6 styles with a stunning 
free window display. If I am not entirely 
satisfied, I can return the watches within 
30 days. If I find them everything you claim 
them to be, I will payfor them on January 10th. 


‘Operation Deepfreeze’, Croton Nivada Grenchen in- 
troduced the first 3-year guarantee. This means a lot 
to our customers and to us! 


“These are the important reasons why I’m saying... 


99? 


Antarctic sales are the happiest we make! 


Store Name___.__ 





FINE WATCHES SINCE 1878 


NIVADA GRENCHEN 


Los AnceLes Orrice: Croron WatTcHes, 448 South Hill Street 


Address____ 








+: | Zone_______ State 





mm eee eee 





Signature 





Sw TUN Watch Uo., inc., 404 Park Avenue south, New York 16 





es YOU more 


More quality products 
... More quality fea- 
tures... more adver- 
tising support for you 


Toastmaster gives you 
everything you need to 

make the sale! Ex- 

ample: the Toastmaster 
reputation for unsur- 

passed beauty and de- 
pendability! Example: a 

complete line that enables 

you to trade up from one 

product to another when 
necessary! Example: 
Dramatic, colorful ads 

in leading national maga- 4 
zines. Allthisplusacon- ay 
tinuing program of sales- ER quailty’ 
building promotions, ‘ 
deal opportunities and 

local advertising. 
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New Products... Proven Products . is. 
NOW A TRULY COMPLETE LINE! : 


“STAR-MIX” 2-SPEED BLENDER 3-SLICE TOASTERS HOME HAIR CUTTING SETS 
A. Model 10A1C (white) : J. Model 1C4 Powermatic V. 6 Piece Set (13A1-6S) 
Mode! 10A1 (chrome) 5 ‘ W. 12-Pc. Set (13A1-12S) 


RADIANT “INSTANT” HEATER 9-Pc. Set (13A1-9S not 


“PORTABLE PLUS” MIXER 

X. Model 17 Al Hand Mixer only $19.95 * 
Model 17 A1-A3 Mixer & Stand $29.95* 

ELECTRIC CAN OPENER 

Y. Model 22A1 (white) ......$24.95* 

Model 22Al (chrome) 

PUSH BUTTON “INSTANT” HEATER 

Z. Model 9D1 and 9D2 $39.95" 


AUTOMATIC “INSTANT” HEATERS 
C. Compact Model 981 
D. DeLuxe Model 9A2 
FULLY IMMERSIBLE FRY PANS 
E. Model 8C1 (stainless) 
F. Model 8D1 (aluminum) 
(Control & Covers extra) 2-SLICE TOASTERS 
DE LUXE ALUMINUM FRY PANS S. Model 1824 Automatic 
with built-in thermostat T. Model 1821 Automatic 
G. Model 8Al (11”) 
H. Model 8B1 (12”) 
(Fry Pon covers extra) 


* a 
* 
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4 4 a 
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*Recommended retail prices. 
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The TOGSTMASTER 2-Slice Powermatic Toaster 





































































of G 
THE ONLY TOASTER IN THE WORLD WITH = o 
AN ELECTRIC MOTOR THAT AUTOMATICALLY . ° 
LOWERS THE BREAD, STARTS ITTOASTING Ry 
© 
AND SERVES IT UP FAST! Yop?” 
E PR 
Know the features that make the sales. . . and you'll close more sales 
at better profit! Let’s look at the way this beautiful Toastmaster 
Powermatic toaster is made! It’s loaded with exclusive features, 
convenience features, quality features... all helping you sell! 
TRIPLE-PLATED FINISH. Highly polished, BUS BAR ELECTRICAL SYSTEM. Adds 
premium-grade steel. Heavily plated with strength and rigidity for extra years of 
copper, then nickel, then chrome. Must trouble-free operation. 
pass 10 major inspections! 
—— MOTOR-CUSHIONED TOAST LIFT. Lifts 
' one slice as gently as two. Prevents toast 
NO LEVER TO PUSH! Bread lowers from jumping. (Air-cushioned lift on aute- 
automatically. Pops up high when | matic 
done... perfect toast every time. ‘ ’ 
 “ubela Gaeees MATCHED ELEMENTS. Two individually 
2-Slice Powermatic Toaster a emg elements for 
Model 1B16...... $29.95 _ bread. Uniform toasting 
3-Slice 
Powermatic Toaster SULVER SWITCH CON- 
Model 104. . .$34.95* TACTS. Give longer 
“TORTURE -Testep~ life, more efficient 
: ELECTRIC MOTOR 
NON-STRIPING BREAD gent HEAT-ENGINEERED 
GUIDES. Provide uni- v— OVEN. heat 
form toasting without ys distribution in oven, 
streaks. An original a ' with scien- 
Toastmaster patent. Th, as tific positioning of 
p= E bread, assures even 
**PROCESS-WOUND” “ae 4 
ELEMENTS. Mica ele- (wk 
ments wound with —— SELF-ADJUSTING 
Nichrome wire, close — SUPERFLEX TIMER. 
at bottom, further apart —— Exclusive ‘‘heat-up, 
at top, to reflect heat —— cool-off" timer 
for more uniform heat s — i matically compensates 
distribution. Process : Lie f eo sal for voltage variations 
potented by Toast- 1 ors : Cig = f: Gay and heat “build-up.” 
—s faster when hot... 
— _ @ssures perfect toast 
= every time! 
DURABLE = 
veo = BAKELITE HANDLES 
AND BASE. Extra big. 
Extra cool. Made in 
chrome-plated die for . 
smooth, glossy finish. 
TOAST CONTROL DIAL. POWERFUL ELECTRIC 
Permits exact selection of MOTOR, and 


















shade you want. Toasting ac- gn meno built to exacting toler- 
tion stops af any time by CRUMB TRAY onium ances by Toastmaster 
pressing dial button. A Toast- oo craftsmen. 190,000- 
master excluswe! cycle torture-tested. 

A Toastmaster 

sivel 

Use this ad to train your salespeople. 

TOASTMASTER’S “INSIDE STORY” SELLS FOR YOU For extra copies, write direct to Dept. J-90 
Toastmaster’s “‘inside story” is the strongest selling story ® 
an appliance salesman can tell a customer. It’s a story of F) oO Gg $ 5 Ag | | $ 5 a Rr 
exclusive features, superior construction, and matchless : ° ° 
quality that no other appliance manufacturer can dupli- tise Ms bale 
cate. This is the sort of product ammunition that makes —eeaneseunel” te 0 sesttesed tendinnnste of Betean Eien Outecen 
sales! This is the way you can offer your customer proof Elgin, ll., and Oakville. Ont. © 1960 
of Toastmaster’s Traditional Quality. Use Toastmaster’s TOASTMASTER DIVISION 
‘inside story’’ to work sales magic in your store! McGRAW-EDISON COMPANY 
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the 


man 


from 


Trifari 


He’s a salesman. And more. A man with pride and skill. 
He takes it as a personal challenge to see how big a share 
he can help you get from the enormous volume and turn- 
over fashion jewelry is enjoying today. He knows from 
experience that Trifari’s fashion leadership in quality 
costume jewelry will help you reach this goal more easily, 
quickly and’ profitably. 

He’s a fashion merchandising man. Been servicing many 
stores like yours. He chances no guesswork when he helps 
you install and control your basic stock. (Trifari makes it 
easier with pre-ticketing.) He knows what sells; and he 
won't oversell ! 

He’s promotion-minded. Knows how important Trifari’s 
national advertising is in attracting more fashion con- 
scious customers to your store. And he shows you how to 
take advantage and benefit from Trifari’s ads in LIFE, 
THE NEW YORKER, VOGUE, HARPER’S BAZAAR, 
GLAMOUR and MADEMOISELLE ! 


Remember, you can always rely on the man from Trifari! 


xty 
vg ARIFARI 


JEWELERS’ CIRCULAR-KEYSTONE, SEPTEMBER 1960 





points the way with a new series of 


PROVEN 
TOP SELLERS 


COLLECTION 
OF Feature-glo- SETTINGS 


To Make Any Center Diamond Look 
ALMOST 


TWICE AS LARGE 


AND ALMOST 


TWICE AS BRILLIANT 


Here are the round diamond settings that are 
sweeping the country and promise to be the 
newest sales successes from Feature Ring. 
They are available on a choice of designs 
which are wide, varied and very beautiful. And 
the profit the jeweler needs is there too! As 
always Feature Ring also supplies a traffic 
building newspaper mat ad to help you pre- 
sell your customers. 





Contact your authorized FEATURE RING WHOLESALER or write: 


-a diamonds set pat: ) | | 
meee MU 
e di 0 k- | we ‘YY E. 
‘ohlights. Diamon | 
more brilliant! 


130 WEST 46th STREET: NEW. YORK 36, N.Y. 


WORLD'S LARGEST MANUFACTURER OF INTERLOCKING 


~ ENGAGE & N ING INGS FOR DIAMONDS 
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TIE-IN WITH BULOVA 
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FALL PROMOTIONS AND 


PLAN** HELP YOU 
HATCH EXTRA SALES! 


Let the birds go flying South! 
And let the nights get cold! 


Of all the many-splendored seasons, 
Fall’s the one that has more reasons 
THAT GIFTS CAN BE SOLD! 


For Layaway and Christmas and other big events, 
Bulova has the goods, the helps, the selling-sense! 


So tie-in now, and find out how 
To do your selling best, 

And as the birds go flying South, 
Start feathering your nest. 


YOU'LL FEATHER IT BEST WITH BULOVA, with the help of flocks and 
flocks of selling aids and complete promotions, the most skillfully 
planned and prepared, the most resultful in the industry. Add this 
to the unparalleled Bulova national advertising support and the 
liberal Bulova Co-op advertising program and you'll have some- 


thing to crow about when you concentrate on Bulova! 


FOR FALL TO “FEATHER YOUR NEST!” 





no 
31-inch 
yardstick 


In the Baldwin Tubular* expansion watchband, every link has an ; 
individual spring inside a sliding stainless steel frame. Perfect 2 | ecient ii TWEMEPRARss SA sah oasat ety 
performance of each of these ingenious links requires an unusually : 
high order of precision in manufacture. For example, the bright | Individual link 
annealed stainless steel Baldwin uses for the sliding p with sliding frame 
frames normally comes from the mills with a tolerance / and spring 
of .00025 —the steel may be up to one quarter of 
one thousandth of an inch thicker or thinner than 
the specification. This iS a tiny, almost unimaginable 
variation, but to Baldwin, steel .00025 too thick is (4/ 
as useless as a 37-inch yardstick. Through rigid ay 
micrometric quality controls, the only steel accepted and ‘¢ 
used is exactly, precisely the right thickness. Thus every frame 
not only fits perfectly into every sleeve, but perfectly around every 
spring — and every unit has perfect performance not only designed 
and specified, but painstakingly built into it. 
This is not an isolated instance. It is typical of the care Baldwin takes 
with every part of every watchband. It is only one of the reasons 
behind the unique unconditional guarantee carried by every Baldwin Band. 











Ask your wholesaler for the new illustrated catalog. 


Ealdun 


BRACELET CORP. 
"Patent Pending 3 : 22 West 48th Street, New York 36, N. Y. 














CLASSIC BEAUTY REMAL 


Wyler’s master craftsmen with 40 years of industry 
leadership endow it with technical perfection. Even the 6 Diamonds. $250 @ D 
| ters conceal watch dia! 


‘ 


most exquisite Wyler watch has the built-in protection 
WATERPROOF* F. With 


A 14K-—20 Diamonds 


of the Incaflex balance wheel...combining sturdiness 
with beauty. Wyler. incaflex Balance Whee! Stee!, $100 @ H. 25 Jews 
absorbs shock, prevents breakdown ewels 14K, $175 @ Other 
@ fully guaranteed against breakage 


. 
! *Drn qd ~ + ntact 
r nm ery< ' 
VY Hite y ’ id 4{ 


SOLD AND SERVICED THROUGHOUT THE WORLD # WYLER WATCH CORPOR STREET, NEW YORK 


SULU A 
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Bell & Howells NEW 


NEW PRICE LEADER Outfit 


$149.95 Suggested List — $99.95 Your Cost 
Featuring Electric Eye Meter 3-Lens. Turret Camera 


Si 

€ 
- “ 
4 

; 

= 

¢ 
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Bell e Howell » , PREVIEW-TITLING 
sornmaad ede 


333. | 179 LETTERS 


OUTFIT INCLUDES: 333 Camera, Super Monterey Projector, Screen and Titler Set, 3-piece Light Bar, and Gadget Bag. 


NEW PROFIT LEADER Outfit 


$219.95 Suggested List — $125.50 Your Cost* 
Featuring Fully Automatic Electric Eye 3-Lens Turret Camera 
and Projector with reverse feature. *Units of six or more 


m* FULL 43% MARK-UP 


SCREEN 


179 LETTER 





OUTFIT INCLUDES: 390TE Camera, 254R Projector, Screen and Titler Set, 3-piece Light Bar, and Gadget Bag. 
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program for Jewelers! 


Here is a complete promotion package for jewelers featuring America’s 
best selling, highest quality motion picture equipment. Outfits are 
designed to step-up your profit margin to a full 43%! Order the 
Partners- In- Profit combination of 5 Price Leader Outfits and 9 Profit 
Leader Outfits by September 30th and here’s what you get: 


NEW BENEFITS 


A Special Partners-in-Profit Bonus 
Your opportunity to share in the future profits of 
the Bell & Howell Company. (Your B&H District 
Manager will tell you the details. ) 








Dating 

Your invoice is automatically dated for 4 payment 
December 10. Balance not due until after the big 
Holiday selling season (January 10). Your regular 
2% discount still applies. 


Permanent Home Movie Display 
An attractive brass and walnut display designed for 
the jewelry store window or counter, to stop traffic 
and create interest in any Movie Outfit. 


A Co-op Advertising Credit of $81.45! 
Plus hard-hitting ad mats designed to sell your 
trade. Direct mail stuffers available at cost. 


“Step-Up” Selling Cards for Salesmen 
Pocket-size product fact sheets with selling points 
and hints on how to “step-up” the customer to the 
deluxe feature, high-profit items. 


New Packaging for “Step-Up” Sales 
Each item in the Movie Outfit carton is boxed sep- 
arately, so you can sell cameras and projectors from 
either Movie Outfit. 


Call your Bell & Howell District Manager 
today or write: 


Credit Jeweler Department, , 
Bell & Howell Company, 7194 McCormick boty e| i | ol owel i 


Road, Chicago 45, Illinois. 


FINER PRODUCTS THROUGH IMAGINATION 
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A NEW CONCEPT IN TIME! 


TYMETER' 


ELECTRIC NUME 


ICAL CLOCKS 


CLOCK 


Plastic case. 


5%"' High, 6" Wide, 


3'/2'' Deep. 
Model +710 


2710 CLOCK @ GLO-LITE luminescent window glows in the dark 
@ FOCALIZER applies stereo optical principle of ‘'Stare-breok e 
NITE-LITE . comforting as nite-lite in bedroom or nursery @ retail 
$11.95. 

TYMETER Clocks are different . . 
concept . . . and with plenty of consumer appeal! 
colorama numerals register every second, minute, 
Guaranteed | year. 


25 other models from $9.95 to $100 
Write for full color Catalog and Price List 


PENNWOOD NUMECHRON CO. 


7429 FRANKSTOWN AVE. 


. smart looking . . . wholly new in 
"Time at a Glance’ 
10-minute and hour 


PITTSBURGH 8, PA. 








ee 





Distinctive Fiiliaes 
in ine 


14 Kt. and 18 Kt. Gold 
Hewelry 


f 


Clips, Ear Clips 
Bracelets, Charms 


“Schuler” Patent 
Ear Clip Backs 








Preformed Parts, Ine. 


920 Bedtord Road. Pleasantville. NN. Y. 


| SALES OFFICE: 515 MADISON AVE., NEW YORK 22, N. Y. 


LETTERS... 


Advertising Guide 


To the Editors: 

I have carefully read your editorial, 
“FTC Spreads Its Wings,” appearing in 
the June issue of JEWELERS’ CIRCULAR- 
KEYSTONE. I was especially interested 
in the publicity given to the conference 
to acquaint department, chain drug and 
variety stores with the Commission’s 
trade practice rules applicable to the 
sale of jewelry and watches, and your 
admonition to the jewelry trade. 

I note that the complete text of the 
Jewelry Rules appears in your Direc- 
tory Issue. This, I believe, will be bene- 
ficial to the trade as well as the purchas- 
ing public. 

I feel that much good will come from 
your excellent editorial and want you 
to know that I appreciate the publicity 
given to the conference and the Jewelry 
Rules. 

JOHN R. HEIM 

Director 

Bureau of Consultation 

Federal Trade Commission 
Washington, D. C. 


Tidal Wave Victims 


To the Editors: 

I wish to compliment you for the 
nice article in your magazine [July] 
regarding the Hilo tidal wave. You may 
be sure the jewelers greatly appreciate 
the fine cooperation given them by the 
manufacturers. 

ARTHUR F. ALLEN 
Morgan & Allen Co. 
San Francisco 


Watchmaker Earnings 


To the Editors: 

I agree completely with the comments 
of a Certified Master Watchmaker’s 
wife [JC-K, July, p. 134], regarding the 
decline in young men’s interest in the 
watchmaking field. How could it be 
otherwise? 

As she stated, the top salary is $110 
per week. Average is less. Most put in 
six full days and many two or three 








nights per week. Total about 55 hours, 
not counting the extra long hours in 
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Carl-Art’s Styling and 
Quality are two of your best 
salesmen for increasing 
jewelry sales. Carl-Artcharms 
and jewelry are made in 
14 kt. Gold -12 kt. G. F.- 
Sterling Silver. 


SOLO TO WHOLESALERS ONLY. 


New York 


CAD 


20 INC. PUR OLY Boe a 2k 


OF snnoe-aene Los Angeles 
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December. A little simple arithmetic 


shows this is $2 per hour.... 
NAME WITHHELD 


@® @ Your magazine and the writer of 
the article, “What Is Happening to 
Watchmaker Training?” are to be con- 
gratulated on this last issue [May] for 
donating so much space to sales and re- 
pair departments. Whoever wrote the 
article surely hit the nail on the head, 
and squarely too, with the last para- 
graphs. Too many magazines devote too 
much of their time and space to “Big 
Me”’ stuff. 

A. D. FORBURGER 


Yucaipa, Calif. 


@ @ Businessmen are in business to 
make money, the more the better, and 
this includes jewelers. Interested and 
qualified help are essential to the suc- 
cess of any business. Again jewelry 
stores and shops are no exception. 

If salesmen and watchmakers are im- 


portant to the success of a jewelry en- 


At your service all ways... 


“THE LINDLEY MAN” 


There’s virtually no limit to the ways “TI 
” ACE =rve yOu. He can, of course, | 

ne finest retail boxes for your nee 

in heip you keep your sup 

Ur orders for quantity-purchase ad- 

even, upon request, put Lindley | 

to work for you. Learn-to der 

. You'll have the retail t 


tT (J ii , cy rr ~ , ' 
lige... turning more of you 


Contact “The Lindley Man” 
a card or wire will start vou 


on the Way | j netter { 


| 


BOX & PAPER DIVISION 


Marion, Indiana 


FEDERAL £2:\3--\0).\.19mee) 17 th ale 


terprise, then they ought to have a 
chance to share in the success of that 
enterprise by having better hours of 
work and better wages.... 

JOSEPH ANDERSON 





SEA-LINE 


The Watch With the Bright Future 


A Complete Line of _ 
Quality Watches 
e Self-Winding 


e Waterproof & Sport 
e Diamond Watches 





Indio, Calif. 

A voice for profit-sharing or some other 
incentive plan? See JC-K’s April issue 
for a discussion of “What Compensation 
Plan Works Best for All Hands ?’’—The 
Editors. 


® @ Since a good watchmaker should 
be able to double his salary, it would 
pay the employer to keep his repairman 
well paid. The fly in this bowl of soup, 
however, is the customer’s resistance 
to the charges we must get to keep the 
repairs on a paying basis for both the 
employer and mechanic. 

Here both must apply selling tech- 
niques. You must sell the new crown, 
or crystal, or dial refinish . ... Like 
many other facets of our business, the 
repairs department has been allowed 
to deteriorate to “just a cleaning.” 

The customer must be re-sold on the 
value of his watch, and then on the 
value of repairs. A good mechanic and 
salesman can do much to insure his good 
pay, and indeed he must, to preserve 
his profession. 

It is time to do three things: (1) sell 


A wide assortment of styles, ff 

tures and price ranges to choog 

from. Make your profit picture" 
brighter... Today write for further ~~~ 
information and price list. , 


SEA-LINER WATCH CO. 


31 WEST 47'™4 ST... NEW YORK 36, N. Y. 
COlumbus 5-6920 
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For the first time! An automatic Ronson 
lighter priced so low! 


new 


fe 


- 
al 


Pioneer 


from 








+ 91001 * 91003 
Silver tone 4.95 Satin and Bright 5.50 


Now! A genuine Ronson fully automatic lighter 
that sells for just 4.95! The rugged Pioneer is 
extremely lightweight, and has a completely new 
super-smooth action that delivers light after 
light without fail. Handsome in design. Available 
in five smart finishes. The Pioneer slides open 
for fast, simple refueling. Sure to be one of your 
fastest sellers. Stock the Ronson Pioneer! 


All prices shown are suggested retai/ prices. 





OO 


= 91002 
Gold tone 4.95 


7 





Plus! Special gift item for the ladies! 


#91006 Ronson Pioneer “Fashion Set” 
7.50. Set includes lighter with 3 inter- 
changeable glamour cases in bright gold 


tone, red, and ebony. Gift packaged. 
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Striking Pioneer 
pocket lighter 
display FREE 
with this 

4 piece 
assortment 


This colorful, compact and sturdy dis- 
play, featuring a 3-dimensional replica 
of the new Pioneer pocket lighter, draws 
traffic and makes sales wherever you use 
it—on counter, window or wall! The 
‘Foursome’ is shipped with four 4.95 
numbers (two gold tone, two silver tone) 


already in place and ready to sell! 


Order the Ronson “Pioneer Foursome! tora RETAIL VALUE 19.80 





Display FREE with your order for PT-2 assortment: 


e@ #91101, black with gold tone trim. 
@ #91102, white with gold tone trim. 


TOTAL RETAIL VALUE $17.90 
RONSON CORP... WOODBRIDGE. N. J.. U.S.A. 


EPTEMBER 1Yé 


Now! Ronson table 
lighters that retail 
for just 8.95! 


At just 8.95, the Pioneer Table Lighter helps 
you cash in on the big “under $10” gift market! 
Sleek contemporary styling, in either black or 
white, with gold tone trim...the Pioneer com- 
plements any decor. The Pioneer Table Lighter 
Display, in rich walnut finish, with gold wire and 
black, gold and red trim, makes gift sales easy, 


in a minimum of space (o” oF ek 2’). 


INTERNATIONAL STANDARD OF EXCELLENCE 


75 











TROPHIES 


Specializing 
in Custom Awards 
for every event... 


every purpose. 


In addition to a complete 
line of standard awards, 
R. & L. maintains a staff of 
skilled artists who will design 
to your order any special 
awards your customers may 


ask for. 


Write for free 30 page full 
color Catalog and price list 
showing the complete line 
of R. & L. Trophies. 


R. & L. MANUFACTURING CO. 


10 N. 26TH STREET, KENILWORTH, NEW JERSEY 
CHestnut 5-8560 
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TRAFFIC BUILDERS! 


Also available — Elk, —q 1% in. Dia. 
>\* 








Shrine, Eastern Star key » enue 


chains, $15.00 per 100 a 
—may be asst'd — => - 














All eoins gold-plated 
bronze Newspaper mats 
furnished Each can be 
adverticed for 49¢ or given 
free with other purchase. 
Promotional possibilities 
unlimited! Terms: 10 days 





MASONIC KEY 


CHA!IN—! in. diam. 


Your Cost—$15.00 per 
100. Minimum order 
Mixed orders accepted. 
Space on back to en- 
grave name, lodge, etc 


net to rated jewelers 
Others. cash with order 
F.0.B. Nashville. (3 Ibs. 
per C.) Postage prepaid 
if check accompanies 
order 


Special Order 

Coins & key chains for 
anniversaries, commenda- 
tions, dedications 


GOLDNER ASSOCIATES 


MASONIC 
COIN 


Cost to You $10.00 per 
100. Minimum order. 
Mixed orders accepted. 
Space to engrave lodge 
name, number and date 
of degrees. 


Box 2703, Dept. J-9 
Nashville, Tenn. 








the profession of watchmaking to the 
general public; (2) pay the mechanic 
a realistic wage consistent with other 
skilled trades; (3) work with other 
stores in a cooperative level of realistic 
charges for repairs. 

PHILIP S. THOMPSON 


Arizona 


To the Editors: 

Whoever wrote the headline for 
Henry Fried’s story on the Fontomatic, 
FHF Calibre 65 watch in the August 
issue should check his facts more close- 
ly. The watch is not French, as stated 
in the headline, but Swiss. 

Chicago, Ill. STANLEY COx 


Alas, too true. We apologize both to 
the Swiss and to Mr. Fried.—The Edi- 


tors 


Tax Tables 


To the Editors: 

We have used your Jewelers’ Direc- 
tory Issue often; it is a wonderful 
source of information. Concerning the 
tax breakdown of Federal tax-included 
items, we were wondering if the table 
could be available in permanent form, 
to post on our wall. 

Orrville, Ohio MARKLEY’S JEWELRY 


¢ « Please advise if additional copies of 


the tax charts are available. 
M. W. FRANK 


Julius Goldstein & Son, Inc. 
Mobile, Ala. 


e « Would you be so kind as to send us 
a few more sheets of the sales tax 
charts? DON ROTH 
Louisville, Ky. Norman’s, Inc. 





TAX CHART REPRINTS 


Many jewelers have asked for 
copies of the tax tables which ap- 
peared on pages 27-30 of The Jewel- 
ers’ Directory Issue. Besides FTI 
prices, these charts show the Federal 
tax, the base retail price, and state 
or local sales tax of 1 to 4 per cent. 

The charts have been reprinted on > 
one side of heavy, glossy paper. They 
are available, at $1 per set, from 
teader Service Department, JC-K, | 

} Cameras & 56th Sts., Philadelphia 
| 39, Pa. 
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YOUR WINDOW SHOWS MORE...YOU SELL MORE WITH 
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= ance (a cross-section of the new Forstner line) 
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* Beautifully designed, this display 
adds elegance to your window — arouses 
curiosity — activates impulse sales! 


Forstner 40th Anniversary 
Celebration Collection — 
Assortment 76U134 — 
$172.50 Keystone. 
FREE DISPLAY included! 
Motor driven — plug in. 
This display. unit avail- 
able with most merchan 
dise in Sterling Silver 
76U134 Other assort- 
ments available with 
olbad 14 ta) Maal -1aeiar-lateit + — 


This luxurious, profit-producing display gives you 

an opportunity to place a variety of new, hand- 
somely styled Forstner jewelry in front of hun- ¢ 
dreds who will be attracted to your window. 


Here's the merchandise you'll show and sell! 


Famous KOMFIT adjustable size Watchbands for Men 







BY Popular AMERICANA self-sizing Ladies’ Watch Bracelets 
' Kis ” Men’s and Ladies’ Identification regs 
ay Cultured Pearl Miniatures on Neck Chaing 
eet 


Bracelets and Charms 

Token of Love Bracelets or Charm Bracelets 

Short Key Chains e Tie-Tack e Sterling Silver 

Stamp Box ; 

e St. Christopher Medal e Smal! Crosses on Neck Chains 
All made with the fine quality, careful finish and gleam- 
ing polrsh traditional with Forstner, all beautifully styled, 
LIME lel elbir- lal elaie-teh 


Ke 





for comp/ete information, contact 


your Authorized Forstner Distributor 


Jorstaer 


JEWELRY’S NAME FOR QUALITY 





For day after day sales, feature the comprehensive Forstner line 


7 FORSTNER, Inc., Irvington 11, New Jerse 
KOMFIT WATCHBANDS * LADIES’ WATCH BRACELETS « IDENTIFICATION BRACELETS * ANKLETS ee ee ee ee 


Showrooms 
NECK:CHAINS & PENDANTS « CHARMS & CHARM BRACELETS « CHILDREN’S JEWELRY 
320. Fifth Avenue. New York 1. New York 


MINIATURES * 14KT. GOLD JEWELRY +RELIGIOUS JEWELRY + STERLING SILVER GIFTS 29 East Madison Street. Ciicago 2. titinbis 


LONG & SHORT KEY CHAINS « TIE-TACKS « TIE CHAINS * MONEY CLIPS * KNIVES ola) 4a) -1qmme Or-lal-lel- 3 Mm ae Mla] igo] aele] 4m @ 151-10) -1> 
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Picture of success... a picture worth a thousand overly 


enthusiastic words. It shows one of the reasons why the Mido 


ae |. Awe o Fy a an An 
st popular gift watches 


revolutionary ce 


eo 


even with 
..a watch 
lagazines 


NOW 


THE WATCH YOU NEVER HAVE TO WIND 





MIDO WATCH COMPANY OF AMERICA, INC., 580 Fifth Ave., New York 36, N. Y. In Canada: 699 St. Maurice Street, Montreal 


“Ocean Star” in stainless steel case with 18K gold markers on silvery 
or black dial $110. Same in yellow Midoluxe with gilt, black or white 
dial $125. In 14K gold with similar dials $275. Calendar models in 
steel $120; Midoluxe $135. Prices are retail and include Federal Tax. #As long as case, crystal and crown remain intact. 
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Here’s a lovely story you can read clockwise... reap profitwise/ Four beautiful clocks, all pricéd to please! 
MOONGLOW: really a two-in-one clock... telis time and serves as a night-light without bulbs, tubes, or radium- 
coatings; OLYMPIAD: classic Greek key design frames this bronze decorator clock... hammered-finish dial 
rises off wall; WESTCHESTER: handsome mahogany- finished wood in striking contemporary design with white 
panel overlay; LENOX: rich fruitwood finish lends traditional touch to a modern design. Order these Sessions 
Clocks and see for yourself how they can fill up your sales books quicker than any other line. Don’t delay. 
Get your best-sellers today/ Write Sessions Clock Company, Department JK-2, Forestville, Conn. 


€SSIONS 
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all steel constructed men's and ladies’ jewel cases and chests . . . all sizes, price ranges . . . choice of coverings .. . 


ip asia 


‘ 
Mo P Z 
f ~y 


clergy chests (also bar mitzvah chests)...‘‘lazy susan” stack-ups...fitted memory chests (for baby, wedding, teen-agers). 


A few examples of the largest, finest, a// stee/ constructed box line, 
created for retail jewelers 


CALL OR WRITE 
OUR CUSTOM-MADE DEPT. 


Anson will submit designs that fit your specific 
packaging needs; Anson S production know-how Peano hee a 
will prove most economical for you. in Canada—Anson, Canada Ltd., Toronto 
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THE FIRST AND ONLY 
AUTOMATIC WINDPROOF GAS LIGHTER! 


The new RONSON 


[araflame 


Liteguard 


No other lighter has all 
these selling features. 





@ Fuels in seconds with butane'gas... 
lights for months! 


@ Finger tip touch adjusts flame to any 
height desired for cigarettes, 
cigars or pipes. 3 





@ Completely windproof... completely automatic! 


@ Incredibly lightweight — yet extremely rugged. 


#62001 —Bright Silver Tone 14.95 


Five Beautiful Finishes from $1495* to $185° 


262004—Enamel and #62005—Tortoise and Black 


right #+62006—Bright Engine 
Enamel, Silver Tone 18.50 


Tone 15.95 Turned Gold Tone 16.95 Gold Tone 17.50 
*suggested retail price 
The Ronson Varaflame Liteguard is the newest addition to the 
increasingly popular Varaflame line. Varaflame Liteguard boasts 
all the most wanted features in a modern automatic lighter — and 
is slated for over-whelming consumer acceptance. A major national 
advertising campaign will tell the story of this great new Vara- 


INTERNATIONAL STANDARD flame butane gas lighter t 
OF EXCELLENCE to the consuming public. ORDER NO WY * 
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RONSON VARAFLAME LITEGUARD 
DELUXE COUNTER-CASE TRAY 


Yours FREE when you order 
six new Varaflame Liteguards (as shown) 
plus six Ronson Multi-fills 


[/are Lam. 


ey 


a, 
—= 


a= 
© 
L\GHTER b a 


WINDRROO! 


SIX-UNIT LITEGUARD ASSORTMENT: 
Two #62001 and one of each other 
finish shown, plus six Muilti-Filis 


Total cantata Retail Value: —— 


Deluxe Varaflame Liteguari Presentation Tray Features: 


@ Luxurious red galavel veivet pad—stunning jet black tray. 


® Convenient and decorative golden handle at each side. 
® Colorful illustration and copy promote Liteguard’s exclusive features. 
@ All six Varaflame Liteguard styles handsomely displayed. 
® Sturdy construction — measures only 13%” x 10%”. 
ASK YOUR SUPPLIER TODAY FOR THE NEW 


RONSON VARAFLAME LITEGUARD ASSORTMENT, 
WITH FREE DISPLAY TRAY. 
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ADVERTISING 


FOR AUTHORIZED 


LONGINES-WITTNAUER 
QUALITY JEWELERS 


It has always been the policy of Longines-Wittnauer to produce the finest possible watches 
in the largest variety of styles and types and in every price range for quality 
watches. Thus our Authorized Jewelers are provided with medels suitable for all their customers. 
In this way, the requirements of jewelry stores in every section of the country, 
large or small, have the opportunity to develop to the fullest the sales potentials offered 
by the extraordinary Longines-Wittnauer lines. Today, as always the 
Longines- Wittnauer watch lines are the most comprehensive in the industry. 


The Importance Of A Reputation For Quality 


In the long run, the name of the maker of a fine watch, his reputation for integrity and 
the intrinsic value of his products are the most compelling factors in the selling process. 
The watches of Longines-Wittnauer enjoy a unique public acceptance in this respect. 
The names Longines and Wittnauer are guarantees of quality and value the world over, 
as are also the names LeCoultre and Vacheron & Constantin. Because of the magnitude 
of our lines, Longines-Wittnauer advertising has been concentrated on its quality and 
reputation rather than on the selling of a few isolated models of watches. Some call this 
institutional advertising. This method has, however, been eminently successful and the 
watches of Longines-Wittnauer have grown steadily in public esteem, a fact which has 
helped Longines-Wittnauer quality jewelers to prosper. Hundreds of successful retail 
jewelers have made Longines-Wittnauer watches their major lines. 


Advertising For Our Authorized Jewelers 


Again in 1960, a coordinated advertising program has been launched for the fall and 
Christmas selling season which, although not basically a radical change, adds extra 
dimensions to the procedures of former years. 

The program coordinates national advertising with the local advertising of authorized 
jewelers. Without abandoning our successful policy of comprehensive institutional 
selling and the promotion of the product image, we are adding a series of elements 
which gives to both national advertising and jewelers’ advertising the specificity of 
watch-model selling. 

To this end, we have prepared easy-to-follow presentations, which, in a few minutes 
give the store manager a clear picture of how to get maximum benefit from our 
mutual efforts. 

This coordinated advertising is another step in a long continued program by which 
Longines-Wittnauer works for the best interest of authorized quality jewelers. 


LONGINES-WITTNAUER WATCH COMPANY 


FOR ALMOST 100 YEARS MAKER OF WATCHES OF THE HIGHEST CHARACTER 
LONGINES-WITTNAUER BUILDING ¢ FIFTH AVENUE * NEW YORK, N.Y. 
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bog L’INSANITY! In Paris you can 


find anything if you look long 
enough and hard enough. 

For instance, if you are an odd 
ball looking for the off beat in jewelry 
—and have lots of jingle in your 
jeans—you hie your way to 4 Place 
de Opera where jeweler Arnaud 
Clerc holds court. 

Mousieur Clerc is a_ specialist’s 
specialist, catering to the whims of 
eccentric millionaires. 

You wish your false teeth studded 


with diamonds especially cut so that 
the facets will not scratch your gums? 
Monsieur Clerc will be happy. 
You wish platinum heels studded 
with diamonds for your sweetie’s 
pumps? 
Mais, oui. Monsieur will be only 
too delighted. 
South Americans and Moslem oil 
kings comprise the majority of M. 
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SPEAKING OF THE JEWELRY TRADE 


Clerc’s screwball trade. An unusual 
order from the latter clan was for 56 
karat gold wrist watches for a sheik’s 
wives of the same number. The des- 
84 concubines had to 


make do with 84 gold-plated watches. 


ert denizen’s 
C’est la vie! 


| rearerer TO DREAM: A bride-to- 
be had been in and out of a 
North Carolina jewelry store several 
times, trying in vain to decide on a 
silver pattern. 

She came she looked 
and then she went home to think 
about it some more. 

This went on for some days. One 
pattern after another was shown the 
Still she teetered on 
the treadmill of uncertainty. 

Then finally the spell broke. Eyes 


shining with joy she rushed in to 


young woman. 


tell the manager: “I dreamt about it 
last night. . 
it has a single rose in the middle of 
the handle and I’m sure it’s the right 
one for me.” 


The manager produced a piece of 


. the perfect pattern .. . 


flatware with a rose design. 
“That’s it!” the girl cried happily. 
“Register me for that pattern. To- 


night I am going to dream about 
china. See you tomorrow!” 

Did she dream about china? Did 
just the right design come to her in 
a dream? 
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whole trouble! We 


That’s the 


don’t know! 


H, Doctor! Medical men learn 

to take well-meant advice from 
patients’ relatives in their stride. So 
do jewelers. 

Recently jeweler Donald Flindley 
of Hampton, Va., received a crusty 
object vaguely resembling a watch 
from a customer, accompanied by a 
note explaining that the watch “fell 
accidentally into a bowl of plastic 
starch.” 

The message continued in an emo- 
tional vein: “I can only hope that 
you will put it into some warm water 
with detergent, soak the plastic loose, 
and immediately oil it.” 
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Photo Charm In 3 Qualities 


PHOTO CHARMS 


Pictures of Loved Ones 
As Near As ‘Your Charm 8 Bracelet 





The COBB “Photo Charm” holds actual 
snapshot under crystal—name and date 
can be engraved on rear disc. Keeps pic- 
tures of loved ones at your finger tips. 


The COBB display — a proven, gift 
sales, money maker — now features six 
“Photo Charms” in 12 KT Gold Filled or 
Sterling Silver. Attractive small display 








on your counter creates greater impulse 
buying — delivers extra profits. 

New 14 KT Gold “Photo Charms” are 
individually packaged. Order now from 
your wholesaler. 


Quality Keystone Price 
Display 34 A~ 12K YellowGF $18.00 per display 
Display 35 A— Sterling 18.00 per display 


Item 34 (Sold singly) 14K YellowGold 14.85 each 





V, 
Company 101 SABIN STREET 


PROVIDENCE 3, RHODE ISLAND 
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A note of touching faith emerged 
in closing: “If that doesn’t work. | 
will have to leave it to your in- 





We are sure the faith was not mis- 
placed and that the watch rose, 
Phoenix-like, from its shell of plastic 
starch and ticked happily ever after. 


7 JUST CAN'T WIN: In the sum- 

mer of 1710, just 250 years ago. 

a German chemist clapped his hands 
with glee. 

“I dood it!” 

smashing test tubes and bunsen burn- 


he crowed happily, 


ers left and right as he pranced 
around his laboratory. “Dey said 
it couldn't be done, but I dood it!” 

Johann Friedrich Boettger. who 


proudly bore the title of “alchemist 








and goldmaker,” had cracked one 
of the mysteries of the mysterious 
East: how to make china tableware. 

But the thanks he got! 

For his troubles, he was locked up 
for the rest of his days in the castle 
of August, the duke-elector of Saxony 
and Boettger’s patron. 

August wasn’t about to let the 
secret out, not when there was a 
chance of cornering the china market 
and bolstering his flagging fiscal af- 
fairs. But alas, somebody blabbed, 
and poor old Boettger’s incarcera- 
tion went for naught. He should 


have stuck to “gold” making. 


_— 


ears on several occasions about 


A story has reached our 


a man (woman) who fell into the 
sewer (cess pool) and came up with 
a handful of gold coins. 

Well, it seems it has a solid basis 
in fact. 

Down in Baltimore recently. David 
I. Robbins scared the daylights out 


of a cop. 


\ Donnepliges 


"We have a new time payment plan. 


You have two minutes .. 
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The latter was pounding his beat 
when suddenly, like a mole from its 
hole, Dave emerged from a sewer 
looking just as filthy as one would 
expect. 

Dave played it cool. “I’m just 
hunting for money,” he explained 
airily. “You'd be surprised how 
much money you can find in the 
sewers. And rare old coins and 
jewelry, too!” 

We'll take Dave’s word for it. 


Be PREPARED: One of these days 
a customer—young, in love, and 
hip to the latest scientific develop- 
ment—may confront you with this 
request: “I want a diamond engage- 
ment ring and a 14-karat dosimeter.” 
Lest this catch you with your dic- 
tionary down, we'll clarify: 





Scientists now believe a gold wed- 
ding band could serve as an accurate 
gauge—or “dosimeter” — of the 
amount of atomic radiation absorbed 
by its wearer. 

Gold, it seems, becomes tempo- 
rarily radioactive itself under neu- 
tron irradiation, and the “dose” it 
receives can be measured. 

Scientists are also experimenting 
with hair, coins, dental fillings and 
inlays to determine their potentiali- 
ties as “dosimeters.” 

This, of course. is faint consola- 
tion for the guy who is unmarried, 
bald, broke, and has a perfect set 
of teeth! 


Stead REASSURING: A doctor from 
Arizona tells this one. 

His phone rang, and a woman's 
voice announced: “My baby has 
swallowed a ring.” 

“What kind of ring?” the medico 
wanted to know. 

“Oh,” said the voice apologetic- 
ally, “just a cheap one from the five- 
and-ten.”” 

Well, you have to start somewhere. 
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Three quarters of today's 
But there's tremendous 
and this is the object of National 


of their own money 


® TODAY’S RETAIL JEWELER “is in the fashion 
business just as much as Saks Fifth Avenue or 
Bergdorf Goodman.” 

So spoke Carleton Fischel of Trifari, chairman 
of the steering committee of the Fashion Coordi- 
nation Institute, at the FCI panel discussion 
which kicked off the business sessions of the 1960 
Retail Jewelers of America Convention in New 
York’s Waldorf Astoria August 15. 

Panelists were Charlotte Thompson, director of 
the FCI; Mr. Fischel; Oscar Kind, Jr., chairman 
of the Jewelry Industry Council; Maurice 
Adelsheim, Sr.; and Mimi Erwin, buyer for the 
Kay jewelry chain. 

They brought jewelers up to date on the “Na- 
tional Jewelry Fashion Week” promotion for Oct. 
3-8, described merchandising aids available to 
jewelers, and suggested ways in which individual 
jewelers could reap profits from the promotion. 

Purpose of the FCI program is to stimulate 
self-purchase of jewelry by women by appealing 
to their instinctive wish to be fashionable. 


e 


ee 


Photos taken during a showing of the FCi’s 10- 
minute color movie for jewelers’ use (16mm, 
sound, $75) show how American women 
will be told ‘Jewelry Sparks the Difference.”’ 








dots Searfe Che {» 


jewelry sales are gift sales. Every penny of this volume must be retained. 
room for expansion in the purchase of jewelry for one's own use 
Jewelry Fashion Week, Oct. 3-8—to persuade more women to spend more 


on jewelry for themselves. A full kit of selling aids is available 


A major weapon in the Fashion Week promo- 
tional arsenal is a 10-minute film narrated by 
Mrs. Thompson and showing models wearing the 
new fall clothing fashions, first without, then 
with, the jewelry accessories which, in the FCI’s 
slogan, “spark the difference in your fashion 
look.” 

The film will be 
distributed to tele- 
vision stations 
throughout the na- 
tion and is avail- 
able to jewelers for 
their own use for 
$75. It depicts all 
the major fashions 
and the jewelry 
which best comple- 
ments them. 

The jeweler who wants to strut his fashion 
stuff in his show windows will be aided by a 
window display kit being compiled by window 
expert Lester Gaba. 

In connection with window displays, Mr. 
Fischel observed, “I have noticed that in the past 
few years there are fewer jewelers who try to 
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Charlotte Thompson describes Jewelry Fashion Week campaign. Mrs 


show their entire stock at one time, mixing it all 
up in their windows and their counter displays. 
On the other hand, while many have magnificent 
displays, they too often lack the basic theme that 
can add so many dollars of profit to a jeweler’s 
operations: fashion.”’ 


Discussing his 
own window dis- 
play plans, Mr. 
Kind said he in- 
tended to create a 
display entirely of 
jewelry created in 
the past six months 
which will be on 
top of the fashion 
parade for the next 
six months. 
Thompson 
has prepared a basic primer on fashion, both 
clothing and jewelry, for distribution to all jewel- 
ers participating in the promotion. Called Your 
Jewelry Fashion Report for Fall 1960, it deals 
with suits, “at home” clothing, daytime clothes, 
casual or country clothes and after dark clothes, 
(please turn to page 124) 
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With their sales gain outpacing the na- 
tional average, Southwestern jewelers 
face their finest Christmas buying op- 
portunity at three simultaneous fairs 


® SOUTHWEST JEWELERS can corral larger Christ- 
mas sales than ever by shopping this month at 
the Dallas trade shows—the greatest buying op- 
portunity since Dallas became a major jewelry 
market. Three separate shows during the first 
full week in September will help retailers serve a 
rapidly-expanding jewelry-conscious public, will- 
ing to spend 23.4 per cent more per person in 
jewelry stores than the national per capita aver- 
age. 

The long-established Allied Gift and Jewelry 
Show at the Hotel Adolphus and the Dallas Gift 
Show at the Baker Hotel will run from Sept. 4-8. 
In addition, this year for the first time the new 
Dallas Market Center will sponsor a gift and 
jewelry show Sept. 3-9. Drawing mainly from 
Texas, Oklahoma, Louisiana and Arkansas, the 
Dallas shows also attract many jewelers from the 
neighboring states of Kansas, New Mexico, Mis- 
sourl and Mississippi. 

Expansion of the Dallas jewelry market is a 
natural expression of the continued growth of the 
Southwest. In the last decade, population in the 
four core states of the Southwest jumped 2.2 
million, a 15.6 per cent increase. The region now 
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Air view shows Marriott in foreground and Market Center. 
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comprises 9.4 per cent of the nation’s population; 
in the last business census in 1958, it was the 
home of 9.2 per cent of U. S. jewelry stores. In 
sales volume, however, these stores garnered 11.4 
per cent of total jewelry sales throughout the 
country. 

Even more startling was the sales growth be- 
tween the 1954 and 1958 business censuses. 
Southwest jewelers’ volume soared 16.7 per cent 
during that period, while jewelers’ sales nation- 
ally increased only 3.7 per cent. 

Last year over $27 million of federal retail 
excise tax was collected from these four states. 
Only three other states paid higher excise taxes 
on jewelry sales than Texas. 

To satisfy consumer buying demands for the 
Christmas season, thousands of jewelry retailers 
and their wives will flock to Dallas. Hundreds 
of exhibitors await them. 


Baker Hotel, opposite the Adolphus, is gift show host. 


RCULAR-KEYSTONE 


More than 135 companies will display jewelry 
lines at the Allied show. Over 170 manufacturers 
and distributors of stationery, china, silver, glass, 
lamps and other items have signed up for the 
Dallas Gift Show. At the Market Center, the 
show will feature: some 258 exhibit spaces in the 
Market Hall, filled by 160 exhibitors; about 125 
of the Marriott Motor Hotel’s 300 rooms for 
showing diamonds, gold, other precious jewelry 
and watches; and permanent displays at the 
Trade Mart building, where about 20 per cent 
of the 350 showrooms feature items of possible 
interest to jewelers. The Trade Mart has housed 
permanent displays since its opening in February, 
1959. The Market Hall and the Marriott (across 
the roadway from the Market Center) opened in 
July of this year. 

Jewelry events scheduled i.. conjunction with 
the market week include: 

Sept. 3—Semi-annual membership meeting of 
the TOLA Tumbleweeds, with breakfast, at the 
Marriott. TOLA is an association of Southwest 
gift and jewelry salesmen. 

Sept. 4—Texas Jewelers Association’s 54th an- 
nual convention at the Adolphus, starting with 
cocktails at 6 p.m., followed by buffet, a business 
meeting and dancing. The convention will honor 
H. Wes Johnson, founder and president of Allied 
Exhibitors of Los Angeles, sponsor of the show 
at the Adolphus, for his 50 years in the jewelry 


business. Johnson also founded the H. W. John- 
(please turn to page 130) 


Hote! Adolphus has been Allied show site for 20 years. 
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Coiftures by Michel of Helena Rubenstein, 


gowns by FonTayne set off diamond creations shown here. 


Gems above by Cartier 
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@® Beauty, both mineral and human, was on the 
stand for the nation’s fashion press to see at the 
Diamond Dinner Fashion Show at the Plaza in 
New York City July 19. 

Presented by N. W. Ayer & Son, Inc., on behaif 
of DeBeers Consolidated Mines, Ltd., the show 
played up the year-’round fashion rightness of 
the diamond. 

Models paraded gowns by FonTayne for the five 
seasons—lemon chiffon for spring, emerald green 
for summer, brown for fall, tangerine for Indian 
summer, and white for winter. 

Diamond accessories were provided by five 
Fifth Avenue jewelers. In all a tidy $2 millions 
in gems were lent to the show by Black, Starr & 
Gorham, Tiffany, Harry Winston, Cartier, and 
Van Cleef & Arpels. Much of the jewelry was 


Tiffany & Co. Black, Starr & Gorham 


designed to be worn in the hair, and Michel of 
Helena Rubenstein created special “diadem” hair 
styles to show off the stones to best advantage. 

Well known in fashion circles for creating the 
so-called “easy” look in women’s clothing, 
FonTayne designed some of the gowns with a 
full silhouette, others with slim, loose-fitting lines. 
All were characterized by uncluttered simplicity, 
making a perfect backdrop for diamonds. 

The jewelry itself was predominantly bulky. 
emphasizing three dimensional depth through 
motifs of flowers or leaves. Multiple cuts were 
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much in evidence, but few baguettes were used. 

Black, Starr & Gorham accented the slim sil- 
houette of FonTayne’s Lawford wool theater suit 
in soft tangerine (suggesting Indian summer) 
with round diamonds and marquises. 

Cartier displayed its diamond wares—garlands 
of diamond leaves in four different cuts, large 
pear-shaped diamond earrings—on a white peau 
de soie ball gown designed for winter wear. 

The renowned Tiffany diamond, golden yellow 
and weighing more than 128 carats, nestled in a 
bib necklace designed by Tiffany’s Schlumberger. 
The necklace topped a lemon chiffon evening 
gown for spring. 

Diamond-studded buttons fit for royalty and 
contributed by Van Cleef & Arpels added pzazz to 
the back of a sable brown Italian velveteen theater 
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Harry Winston Van Cleef & Arpels 


suit. Another diamond button was worn at the 
base of the model’s coiffure. The configuration of 
diamonds on the buttons suggested fall flowers. 

Harry Winston came through with pear-shape 
and marquise diamonds woven into lacy flowers 
to complement the emerald green faille ball gown 
for summer by FonTayne. The flower motif ap- 
peared in bracelet, necklace, and a diamond top- 
knot worn in the model’s hair. 

In all, the show made it plain that whatever 
the garment, whatever the season, the diamond 
can add the final fashion touch. Ean 
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Make 
By Virginia Dix 
Your IC-K Display eS 
Show 
Mind 
Sa WH = 








@ No matter now precious the stone gressive jewelers during National 
or how expensive the setting, jewelry Jewelry Fashion Week, Oct. 3-8. 

is primarily a fashion accessory to Gong Forms such as those illustrated 
the smartly dressed woman. The here can give a smart modern look to 
Fashion Coordination Institute has ” displays of individual pieces of 
compressed this thought into the This jewelry. This line of display forms 
pithy slogan: “Jewelry Sparks the is noted for clever design and the use 
Difference in Your Fashion Look!” - a of unusual fabrics for covering. The 
which will be the battle cry of pro- ey 


















(please turn to page 122) 
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A. Fall dress fabries are 
swathed around slender columns and 


jewelry is pinned to the swags 
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B. After-dark glitter is 
suggested by modern display form 


and borrowed erystal chandelier 


C. The cardboard sithouettes. 
drawn from fashion magazines, are 


covered with colored paper or tabrie 
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@ With retailers everywhere planning Christmas 
programs, it is a good idea to stop and think for 
a moment of the person for whom Christmas is 
truly designed. 

That person, of course, is the child, who starts 
checking off the days until Santa Claus leaves his 
offerings as early as September or October. 

“One to six’ may be meager digits in the eyes 
vf the mathematician. But this age group can 
mean big business for those who go after it. 

This “carriage trade’’ was increased in 1959 
alone by 4,429,000 brand new babies. 

Quotes from the marketeers range from the 
rapturous to the fatuous: 

“Great new market.” 

“The fashion for fathering and mothering has 
not yet run its course; the fad is on the uptrend.” 

“Babies must eat, and silver spoons can feed 
them.”’ 

“Babies and their big sisters and brothers love 
to dress up like their elders, and doting daddies 
and granddaddies swoon at the sight of a charm 
bracelet or pear] pendant drop that looks just like 
mommy’s.” 


Two Generations to Please 

Fair takes your breath away, doesn’t it? But 
regardless of the purple prose of the seers and 
statisticians, “kid stuff” represents a substantial 
potential market, particularly for  tot-tailored 
jewelry that looks like that of Pa and Ma. 

Who buys children’s and infants’ jewelry? 

Mothers, fathers, aunts, uncles, friends, grand- 


by JERRY GEWIRTZ 


Why Not Open 


parents—almost always it is the adult who de- 
termines the final selection of a child’s gift. 
Designers know they must appeal to both child 
and grown-up, but it is the grown-up who makes 
the decision, and it is fashion that generally dic- 
tates the choice. The grown-up follows the trends, 
and she wants the newest fashion for the child. 
The department stores are well aware of these 
consumer attitudes and reactions. They are do- 


From the young 
set's Christmas 
list: charms, mati- 
nee-length nec k- 
lace, birthstone 
rings (including a 
birthstone and 
pearl duo), cuff 
links, tie clasp, tie 
tack and grownup- 
style intaglio ring. 
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a ‘“Gifts-for-1-to-6'’ Department? 


Jewelry items for youngsters have great sales appeal; 


he sure vou stock the grown-up stvles that are the rage today 


ing a landslide business merchandising for the 
one to six. They are buying and selling charm 
bracelets with high-styled motifs, haute couture 
chain and pear! ropes for what one manufacturer 
calls “Tiny Royalty,” bracelets packaged with 
popular records, emerald-cut and round birth- 
stone rings. 

Buyers love sport-inspired motifs on cuff link 
and tie slide sets for the “‘littler-than-Little- 


League” set, intaglios and onyx rings for 3-year- 
old-boys. Grown-ups buy for youngsters what 
appeals to themselves. 

The amount of business coming from this age 
group is staggering. Children’s watches, for ex- 
ample, represent an unbelievably large share of 
the total sales of all timepieces. U.S. Time says 
that children’s watches comprise almost one third 

(please turn to page 120) 
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Cut rates and give-aways aren't 


necessary, says this jeweler who 


built his flourishing business on 


FRIENDLY SERVICE AND 


By WILLIAM 


® IF YOU ASK BILL HAMLIN of Beloit, Wis., how 
to build a successful jewelry business, he’ll say: 
“Surround yourself with a staff full of friends. 
No one can do it alone.” 

if he thought back over the years since the 
depression Thirties when he opened the store on 
a shoe string, he’d probably add: “‘Keep things 
lively. Give your customers little surprises—and 
big ones, too.” 

This jeweler doesn’t believe in give-aways or 
cut-rate promotions. His is a prestige store— 
handsome and prosperous. But Hamlin will go 
the limit on any sort of merchandising idea that’s 
“ethical, in good taste and which offers an oppor- 
tunity to spread the gospel of fine jewelry.” 

The coffee hour, for instance. That was Betty’s 
idea. Betty is a girl he added to his staff some 
vears ago—a girl with merchandising know-how 
and a knack for making friends who become 
regular customers. Bill took steps to keep her 
on the staff by making her Mrs. Hamlin. 


NICHOL 


Serving coffee to regular customers started as 
an experiment; and now it’s one of Hamlin’s 
identifying features. “Strange,” says Bill, “how 
much business can be generated over a cup of 
coffee. I think it’s safe to say that the coffee hour 
has increased receipts about 20 per cent, although 
it’s one of those intangible things.”’ 

The always-full candy jar plan also stems from 
the firm’s distaff side. Because of that jar, Junior 
and his sister look forward to shopping at Ham- 
lin’s with mother. (A “‘kids-are-welcome” reputa- 
tion is good to have with the children, says 
Hamlin. “Small fry of today are the teenage and 
bridal customers of tomorrow.’’) 


Carnations & Puppies 


Slow days at the store are prime times for 
“little surprises.’’ For instance, Betty may order 
dozens of red carnations and present one to every 
woman who enters the store. “What are you 


s)99 


celebrating today?” the customer is sure to ask. 


Smiles cost nothing, but they are an 
essential part of the friendly merchan- 
dizing program at Hamlin’s jewelry 
store. Bill Hamlin is fourth from the 
left; his wife Betty is fifth from left. 









PLEASANT SURPRISES 


ee » ne 
% wei oe a 


Well worth the gamble was the total redecoration of the interior 
of Hamlin’s. Everything in sight, from carpet to lighting, is new. 






... “Nothing,” is the answer. “‘We just like our 
friends.” 

One dull day a staff member suggested a circus 
theme. In no time, everybody located clown 
costumes and Bill went on the air with announce- aS Be ca 
ments and a circus band. Listeners who identi- <—- | ay 
fied the circus tunes won watch bands. “It’s sur- . Ss b et ad bh 

eo. 4 







prising,” said Bill, “what a lot of business you S \ 
can generate on the spur of the moment. We sold SS WN ¥ 


a good deal of merchandise for the next few days rn 
on the strength of that circus promotion.” 


For men only is this gleaming accessory bar 





Hearty participation in annual ““Maxwell Street 
(please turn to page 129) 
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installed by Bill and Betty Hamlin (behind 
bar) when the store interior was renovated. 











FLEX-LET'S WORLD 
““FASHION FAIR" 1960 


“SE 2s 
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6316 Retails $3.95 pilus tax 6322 Retails $3.95 plus tax 
KEYSTONE $3.60 KEYSTONE $3.60 
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6422 Retails $4.95 plus tax 6416 Retails $4.95 plus tax / 


KEYSTONE $3.90 KEYSTONE $3.90 
6616 Retails $6.50 plus tax 6620 Retails $6.50 plus tax ais Md) , 
KEYSTONE $5.00 KEYSTONE $5.00 “ 








it's a happy combination... 
Flex-Let’s men’s jewelry gives 
you both high style and high 
markup! The fall line of men's 
jewelry fashions are elegantly 
designed for impulse sales. 
| The perfect gift... beautifully 
6717 Retails $7.50 plus ta 6701 Retalls $7.50 ples tax gift packaged ... and only 
E $5.80 STONE $5.80 Flex-Let gives you that Key- 
: stone PLUS markup! 


PRIVATE LABEL 


Here is the unmatched and un- 





Surpassed value of the fall sea- 
, : son—not only available to you 
6832 Retails $8.50 plus tax 6837 oteils $8.50-piee tox under the famous Flex-Let 
pce yaa sacle seca name—but ready to sell se- 
| Curely under your own private 
label if you prefer. Here Is a 
quality line of men’s jewelry 
you can sell with pride and 
confidence as attested to by 
more than 1807 leading jew- 
elers around the country. 


6034 Sterling, Rotails $20.00 plus tax 
Cultured Pearl, KEYSTONE $16.00 


She FLEX-LET [om 


Flex-Let Corporation 
580 Fifth Avenue 
New York, New York 





“a bog’ — ~~» cell i oe oe 
ey. 


4 


FLEX-LET'S WORLD "'FASHION FAIR" 1960 


Me 


PUENART 


The NEW Golden Treasure Series for men heads the fall fashion 
jubilee of fine watchbands. Flex-Let’s high standards give you 
value you can rely upon; Size-O-Matic construction for the strong- 
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est, fastest, self-styling watchbands ever made, and True-Rivet 
with its 90 extra moving parts for the ultimate in flexibility, com- 


fort, and durability. 


. DIPLOMAT 


These watchband features are only a few of the reasons why 
Flex-Let is your distinctive watchband buy. Flex-Let’s superior styi- 
ing and comfort is your security for extra sales and high markup! 
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INSTANT SIZE-O-MATIC 
CLICK-FIT FEATURE 
GIVES YOU THE FASTEST, 
STRONGEST, SELF-SIZING 
WATCHBAND EVER MADE. 


IN just 30 seconds and without the aid of tools, 
this mound of links can be assembled into a 
Flex-Let watchband! 


Flex-Let Corporation, 580 Fifth Avenue, New York, New York 
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ALL FLEX-LET MEN'S WATCHBANDS 
FEATURE INTERCHANGEABLE ENDS 


e INTERCHANGE... 

Any curved end with a straight end 
e INTERCHANGE... 

Any end with any 5/8”, 11/16”. or 
3/4” end! 


Flex-Let of Canada, 


FLEX-LET 


. PRESIDENT 


. VICEROY 


FASHIONS IN MEN’S WATCHBANDS 


Tus S00 


BEN HUR 0451T 
Retails $6.95 no tax 
KEYSTONE $5.90 
Stainless Steel 

Top and Back 


0425 
Retails $10.95 T.1. 
KEYSTONE $7.00 
1/20 1OKT Gold Filled 
Yellow and White 

Stainless Stee! Back 


0588 
Retails $11.95 T.1. 
KEYSTONE $8.60 
1/20 10KT Gold Filled 
Yellow and White 
Stainless Steel Back 


0455 
Retails $11.95 T.1. 
KEYSTONE $8.60 
1/20 10KT Gold Filled 
Yellow and White 

Stainless Steel Back 


ONLY FLEX-LET GIVES YOU 
TRU-RIVET CONSTRUCTION 


TRU-RIVET 


CONSTRUCTION MEANS 90 


EXTRA PARTS WORKING FOR YOU 


p 


ART > YOU 


N ANY 


DON T GET 


ITHER WATCHBAND 


So Flexible it Can Tie in Knots 
Almost Unbreakable Construction 


100% Stainless Stee! Springs 
Corrosion Resistant 


Hi-Tensile Stainless Steel Springs 
Reduces Repairs to a Minimum 
Amazing Durability 


830 George Street, 


Sherbrooke, Quebec 





@ FEW AMERICANS whose childhood years spanned 
the 1930s can have failed to have owned one or 
more of the marvelous rings dispensed in that 
era by makers of breakfast foods and soap flakes. 
Attics and bottom drawers by the million must 
contain dusty Little Orphan 
Annie rings, Dick Tracy rings, 
CA N Lone Ranger rings, Jack Arm- 
strong rings which once glit- 
tered brassily and identified the 
proud wearer with his or 

her radio favorite. 
(5 () ? l) unusual and useful attrib- 
utes; they enabled you to 
decode the 
secret mes- 
sages of 
your ene- 
mies in the 
next block; 
or you could, 
S K | N ? by twisting a small screw 
: “ eye, convert them into 
frequency that the sound 

was audible only to Martian dogs. 

Some were whistles; some were decoders; some 
contained secret compartments. But all shared 
one undesirable property: they turned the wear- 
er’s finger green, purplish, black, or shades in be- 
tween. 

Unfortunately these childhood baubles from the 
Age of Radio left an exasperating heritage for 

if gold jewelry discolors the skin there is some- 
thing amiss with the gold. Every jeweler oc- 
casionally hears such a complaint. 


These rings possessed 
invisible to the naked 
whistles of such high 
jewelers, the belief held by many customers that 


Don’t Blame Gold 

This simply is not so. Metallurgists state flatly 
that skin discoloration from wearing gold jewelry 
is no proof, in itself, that the gold or gold alloy 
is defective in any way. 

They say, moreover, that under certain circum- 
stances any gold jewelry will discolor the skin and 
leave dark stains reminiscent of the brass rings 
of childhood. 

Causes of skin discoloration are: abrasion; 
corrosion; or a combination of the two. 

If the customer concerned over the smudge on 
her arm or ring finger is not satisfied with so 
terse an explanation, the jeweler would be ad- 
vised to go into a bit more detail on both abrasion 
and corrosion. 


Human Sandpaper 
In the case of the “abrasion,”’ the skin acts as 
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blotting paper, collects tiny specks of dust and 
grit which transform it into a sort of very fine 
sandpaper with sufficient “tooth” to file off par- 
ticles of the soft gold. These tiny particles cling 
to the skin—and so diffuse the light that they ap- 
pear black rather than gold in color. 

If the customer blushes and protests that she 
washes frequently, allay her embarrassment by 
explaining that climate is an important variable. 
Obviously, there is more dust in the air in a dry 
area than ina damp region. And dust can become 
so embedded in the skin that soap and water 
sometimes fail to remove all of it. 

Then, too, the quality of the soil in a region 
makes for more or less abrasion. Dust from 
flinty ground makes rougher “sandpaper” of the 
skin than that from chalky soil. 

The harder the metal of which the jewelry is 
made the more resistant it is to abrasion, and a 
ring of, say, chromium instead of gold would be 
nearly immune to wear. Conversely, the higher 
the karat content of the gold alloy the greater its 
susceptibility to skin “‘sandpapering.”’ 


Skin’s Chemicals 

In the case of corrosion, the opposite is true: 
the higher the karat content of the alloy. the less 
likely it is to corrode. 

Any number of things may cause corrosion and 
unfortunately most of them are beyond the con- 
trol of the wearer of gold jewelry: Climate, par- 
ticularly that of seacoast and semi-tropical areas, 
perspiration, normal skin secretions or cosmetics. 

Perspiration generally contains chlorides and 
sometimes sulphides as well. Both chlorides and 
sulphides quickly blacken copper and silver, one 
or both of which are present in karat gold alloys. 

Rolled gold plate and gold filled jewelry are 
neither more nor less prone to abrasion and cor- 
rosion than karat gold, 
unless the base metal 
core or solder is 


OCCASIONALLY, YES, 
Setting SOMETIMES THE “BLACK” 
explained CONSISTS OF TINY PARTICLES 
the cause OF alLOY, RUBBED OFF BY DUST 


of stains 

from gold EMBEDDED IN THE SKIN 
jewelry, we run 

smack into the ob- 

vious question: what can be done to prevent such 
stains? 

The answer, alas, is: “Very little.” 

Beyond telling a customer these facts, the 
jeweler—after examining the ring or bracelet— 
can inform her that, under certain circumstances 
gold jewelry, on occasion, has stained the most 
patrician skin from Cleopatra’s time to the 
present. gaa 
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By MARCE 


The baguette is again 
at the top of fashion. 


These designs show how 


they can be used extravagantly 


without necessarily being 
limited to square designs. 
For instance, a pinwheel 
effect is captured in both 
the lapel watch (either 
part of which may be worn 
separately) and the brooch 
at lower right. Round, 
baquette and square 
diamonds are mixed in the 
other three designs— 

but notice how the baguette 
theme is repeated in the 


watch and rings. 


To assist its readers in the design and sale of custom jewelry, JC-K 
presents contemporary ideas on this page each month. These plates may 
be assembled in a folder and shown to any prospect for a special order. 
With these designs, the jeweler can determine what ideas strike the 
customer’s fancy. The plates in this series are the work of members 
of JC-K’s Creative Designers’ Panel. This month’s stylist is Marcé. 
(See page 118 for a brief summary of Marcé’s background. ) 
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By Dr. J. F. H. Custers, Director of Research, 
and Dr. P. T. Wedepohl, Senior Research 
Physicist, Diamond Research Laboratory, Jo- 
hannesburg, S. A. Their high voltage electron 
accelerator is pictured at left. (This article is 
condensed from The Diamond News.) 


Bombarding gemstones with neutrons 


and electrons will change their color, but 


irradiated stones are easily detected 


® Ever since the recent introduction of the $140,000 high voltage cascade elec- 
tron accelerator into the Diamond Research Laboratory at Johannesburg, South 
Africa’s attention has been more forcibly focussed on the fact that the color of a 
diamond may be changed by bombarding it with atomic projectiles of various 
types. 

Particular interest attaches to this change of color because blue diamonds are 
generally more valuable than white ones of equivalent weight and quality—an 
enhanced value that would not, of course, be given to artificially colored stones, 
which can easily be distinguished from naturally colored ones. 

The inventions of the cyclotron and the atomic pile (nuclear reactor) have 
made it possible to enter into new fields of research, and the nuclear reactor 
in particular has paved the way for interactions of radiation and matter on a 
scale undreamt of before World War II. 

This interaction of atomic projectiles with matter often takes the form of 

(please turn to page 125) 
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National advertising 


PROMOTING 
YOUR DIAMONDS 


Starts its 22nd year in September 


New—for Engagement Diamond Sales 


in Look, The Saturday Evening Post, Reader's Digest 


For the 22nd year. dramatic diamond advertising is promot- 
ing the engagement diamond tradition . . . to help build desire 
and demand for your diamonds. Emphasizing the diamond's 
unique and lovely role as the enduring symbol of love and 
marriage, it highlights the joy of the engagement period, the 
significance of the engagement promise. !t will be illustrated 
by renowned artists and photographers. There will be helpful 
facts on “How to buy a diamond,” information on sizes and 
prices. Tie in for more diamond sales ... promote your 
diamonds in the same way. 


New—for Diamond Gift Sales 


in Time, Newsweek, The New Yorker, Town and Country, National Geographic 


For the seventh year, the diamond gift tradition is being promoted through 
national advertising. To create demand, this advertising is aimed at the im- 
portant market for diamond sales for anniversaries and other family gift 
occasions. Strongly competitive, it defines the basic reasons why a diamond 
gift has more emotional significance, is more valued than any other obtainable 
at a comparable price. It includes a reminder listing of gift occasions and 
emphasizes the significance of diamonds in a gift. Tie in with this advertising 
... promote diamond gifts to increase your sales. 


Tie in with the National Diamond Promotion—keep diamond sales coming your way 


DE BEERS CONSOLIDATED MINES, LTD. 
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INFORMATION FOR 
YOUR TALKS ABOUT 
GEMS 


Every jeweler’s library should include 


a few of these reference works, 


devoted to diamond, jade, emerald or opal 


@ In the series which concludes with this install- 
ment, we have been trying to give the jeweler who 
wants to become known as an expert in his com- 
munity an indication of the laboratory and li- 
brary equipment he will need to justify this repu- 
tation. 

The laboratory half is the more difficult project, 
for the equipment requires a suitable location in 
the shop, enough experience in its use to give the 
jeweler confidence, and is more or less expensive, 
depending on how far the individual wants to go. 
It can, of course, be accumulated over a period 
of years, as time, knowledge, ability, interest and 
resources permit. It’s like learning to play a 
musical instrument; many start, but few become 
virtuosi. Fortunately we can start with little 
equipment and build it as we go along. 
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by DR. FREDERICK H. POUGH 


Gemological Consultant to JC-K 


The library, on the other hand, can be a joy, 
takes comparatively little space, and costs much 
less. Here too we can limit ourselves according to 
our resources, mental or financial. The classic 
works, the essential texts, and the books of George 
F. Kunz have all been discussed. We come now 
to the specialized publications which we might 
want to own, or which we can consult in the li- 
brary when we have a special topic on which to 
prepare a display or a lecture. They fall in two 
major categories, the books written by enthusi- 
astic authors on a particular stone, and the edu- 
cational, promotional leaflets of small size dis- 
tributed at one time or another, to help popu- 
larize various gem-stones. 

This custom is regrettably infrequent. The 


(please turn to page 110) 
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EWELERS 


Winner of "Diamonds, U.S.A." Award for outstanding achievement in Jewelry Design. 


CIRCULAR-KEYSTONE 


Bua 


by Raymond Abrahams 


A truly outstanding collection of 
superb diamond platinum 
bracelets . . . offering a wide 
range of prices to meet your 
special requirements. Bracelets 
illustrated priced from $750 
to $15,000 Keystone. Available on 


consignment to responsible jewelers. 


551 Fifth Avenue, New York 17, N. Y. 
Phone — MUrray Hill 7-0457 


For prompt attention please address inquiries Dept. J-60 
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last fine product we can recall were the little 
board-covered booklets prepared by Marcus & 
Co. in the middle ’30’s. Usually their release was 
accompanied by a display in their Fifth Avenue 
shop and some of the illustrated pieces were 
shown. I have before me, for example, a booklet 
entitled The Story of the Diamond, and an invita- 
tion to an exhibit of diamonds that was to last 
for two weeks. They published similarly The 
Story of the Star Stones, The Story of Sapphire 
and Ruby, The Story of the Pearl, and The Story 
of the Emerald. These were excellent publica- 
tions, attractively finished and something that the 
recipients kept in their libraries; the hard cover 
made all the difference between a book to be kept 
and a sales leaflet to be perused once and then 
thrown out. They really were kept, and you will 
find them in book-dealers’ catalogues at $1.50 
each. 


Leaflets and Circulars 


Available from time to time are paper-covered 
leaflets and printed circulars discussing jewelry 
stones distributed by various stone houses, the 
Jewelry Industry Council, DeBeers, and the 
American Gem Society. Some of these are for 
redistribution and can be purchased for cost 
prices from the various sources; others are free, 
but are intended for the education of the jeweler 
himself and only single copies are available on 
request. The Wm. V. Schmidt leafiets are out- 
standing in this group. 

Of more importance and literary interest are 
the first category of stone books, written by ex- 
perts and enthusiasts about one or another region 
(with an unique stone produced there) or about 
one or another of the stones. Naturally, dia- 
monds are the subject of more books than any 
other single gemstone, and the books on diamonds 
range from the little paper-covered booklets from 
DeBeers to the sumptuous two volume works 
of the Williamses. There are any number of little 
booklets designed to make the buyer his own 
expert (or fancy himself one). The most recent 
full-size book is the interesting and colorful ac- 
count of the South African diamond deposits that 
ran serially in The New Yorker before its publi- 
cation under the simple title, Diamond, written 
with the full cooperation of DeBeers (which 
guarantees the accuracy of the recent histori- 
cal aspects) by Emily Hahn, and published by 
Doubleday (1956). Fire in the Earth by James 
R. McCarthy is an older work along the same 
lines (1942) ard his authorities probably were 
a number of well-known firms who certainly en- 
couraged the book. It is out of print, but available 
in the second-hand market, and contains much 
of the older material, such as we would find in 
King, brought up to date in a more modern book. 
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Classics from DeBeers 


Two classic works on diamonds, high-priced 
books, were written by two DeBeers managers, 
Gardner F. Williams and Alpheus F. Williams, 
father and son. The. older work, The Diamond 
Mines of South Africa, is a sumptuous volume 
of some 681 pages, published by MacMillan in 
1902. As would be expected in a book by a 
DeBeers general manager, it is full of details 
about the history of the mining and the growth 
of the mines from the earliest days in South 
Africa. Gardner Williams was not so remote him- 
self from the early days of mining, so his account 
is reliable and quite possibly one of Miss Hahn’s 
major sources. Coming so soon after the Boer 
War, there is, naturally, a full account of that 
troubled time. The book is dated, as would be 
expected, but none the less it is good source ma- 
terial. 

Alpheus F. Williams’ book is entirely different. 
The younger Williams, also an American engi- 
neer, wrote on The Genesis of the Diamond in 
1932 in a book published by Benn & Co. of 
London, in two handsome volumes, with about 
350 pages in each. His preface says of the earlier 
work: “This book (The Diamond Mines of Soutn 
Africa) stands as an everlasting record of the 
early days on the diamond fields, when the mines 
in the Kimberley and Jagersfontein areas were 
the only diamond mines being worked and when 
the alluvial diggings existed along the Vaal River 
only in the near vicinity of Barkly West. The 
book also stands as a record of the methods of 
the working of the diamond mines from the earli- 
est days up to the present time.” 

It goes on: “In 1899, just before the publica- 
tion of my father’s book, I started to record infor- 
mation of a mining nature, which included, be- 
sides the data on underground and surface mining 
operations, a record of all interesting geological 
information, with special reference to the origin 
of the kimberlite pipes and fissures, and the 
genesis of the kimberlite contained in them. At 
the same time I started a collection of diamond 
crystals with the object, if possible, of determin- 
ing the conditions under which the diamond crys- 
tal grew.” 

His geological studies led him to many con- 
clusions about these conditions. 

Both the Williams books are worth knowing, 
for while the second work is more scientific and 
discusses the occurrence of diamonds, it has, in 
the second volume, an extensive discussion of 
diamond properties. The first volume brings the 
mining practices up to date as far as South Africa 
is concerned. For the recent Southwest Africa 
facts we have to turn to Emily Hahn in a cur- 


rent work. The Williams books are expensive, 
(please turn to page 127) 
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OLYMPIC STADIUM, ROME — PHOTO COURTESY ITALIAN STATE TOURIST OFFICE 


And now get ready for 
your own Olympics! 


No. 3046GB6 and No. 3046GBW6 
14K white gold 


(Enlarged to show detail) ; 
Just as resolute preparation lay behind the athletic triumphs at the 


Rome Olympics, so will astute planning reward the jeweler. 

Each shortening autumn day brings closer the crucial November 
and December shopping season. 

Leading retail jewelers from coast-to-coast are placing their orders 
for Gomez diamond rings and diamond wedding rings. Have we 
received your orders? 

You, too, will profit by having the Gomez line on your team. It 
has the finest of quality and styling, so essential to win today’s 
demanding, well-informed customers. We’d welcome your inquiry. 


FREE MATS 


No. 4780GT2 and No. 4780GTW3 No charge for small space 
14K white gold, tapered baguettes Y selling ads to run with your 
(Enlarged to show detail) _ name in your local paper. 


MANUFACTURING 
(A pap COMPANY 


JEWELERS - IMPORTERS OF DIAMONDS 
657 Mission Street * San Francisco 5 + YUkon 2-6828 


FAST SERVICE—Wherever you are, Pe sae ~*~ = 
we are only a few ole hours away. America s Most Beautifully Styled Diamond Rings 





TOES OF 
“OIMPLE 
ANNUAL 
INTEREST” 
OFFER NO 
WORKABLE 


SUBSTITUTE 


This is the third and final article on a hearing held 
by the Sub-committee on Production and Stabilization 
of the Senate Banking and Currency Committee on 
Senate Bill 2755, better known as the “Douglas Bill.’’ 


@ WHILE ONLY A TINY PART of the testimony 
given at the Douglas Committee’s hearing on 
Senate Bill No. 2755 dealt specifically with 
credit-selling practices in the retail jewelry busi- 
ness, the jewelry industry nonetheless has a 
vital interest in whatever transpires in the field 
of consumer credit. 

Admittedly, dependable statistics and reliable 
information are not readily available on the 
credit volume of jewelry stores, but late re- 
ports do indicate that the large jewelry chains 
now sell about 80 per cent of their volume to 
installment buyers. Moreover, many indepen- 
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By William Wagner 
Installment Credit Consultant to JC-K 


With well over half of all retail 


jewelry sales falling into the 


consumer credit category, jewelers 


will be vitally concerned 
with the outcome of the 


Dou glas Committee hearings 


dent jewelry stores, heretofore classified as non- 
installment, now are said to be doing from 25 per 
cent to 50 per cent of their business on credit, 
either through the use of bank credit-card plans 
or through going into credit selling on their 
own. 

If recent estimates on the credit volume of 
retail jewelry stores are accurate enough to be 
accepted, it may well be that about 70 per cent 
of all retail jewelry store sales now are within 
the realm of consumer credit. It is obvious, 
therefore, that retail jewelers have a vital inter- 
est in the aims and objectives of the Douglas 
Committee and in all activities that affect credit 
selling. 

In opening the hearing on Senate Bill No. 2755 
last March, Sen. Paul H. Douglas of Illinois, the 
author of the proposed legislation and the chair- 
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HARRY WINSTON 


Never stops working 
| Bie) a MOLOL 


Around the clock, the Winston 
organization: never stops working in 











_ your behalf. 





Our new building, specifically 
designed to provide bigger and 
better facilities, is now serving the 


| growing needs of our customers. 


More and more volume loose diamond 
buyers are looking to Harry Winston, 
Inc. for their diamonds, because... 


ONLY HARRY WINSTON, Ive 
OFFERS YOU... 


See The world’s largest. diamond inventory 
of sizes, cuts, colors and EXCLUSIVE 
QUALITIES. 


» Diamonds that are cut and polished | _ 
“™ in our factories assuring you the most | 
advantageous prices. | 


WS Expert personnel to help, YOU with 
‘' YOUR diamond and. merchandising 
problems. 











A call will bring you | 
prompt — eye-opening — Action! 








Entrance for Loose Diamond Division—W. 56th St. 


> 


718 FIFTH AVENUE, NEW YORK 18, N.Y. 
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man of the Sub-committee on Production and 
Stabilization of the Senate Banking and Currency 
Committee, declared: 

“This hearing has been called to take testimony 
on 8. 2755, a bill to assist in the promotion of 
economic stabilization by requiring the disclosure 
of finance charges in connection with extensions 
of credit. I want to repeat that our purpose is 
not to regulate the level of rates. This charge has 
been made, I am sure, it will be made again; but 
it is not true. Our only purpose is for the con- 
sumer to know what the rates and charges come 
to, the annual rate as a percentage of the unpaid 
balances and the total amount of interest and 
other charges which are made.” 


Witnesses Wander 

However, witnesses for and against the Doug- 
las Bill talked a great deal about charges for in- 
stallment credit. Some of them went far afield 
instead of sticking to the vital provision that all 
interest and finance charges in connection with 
borrowing money and buying goods and services 
on the installment plan must be disclosed to the 
consumer in the form of “simple annual interest 
rates.”’ 

Though some of the witnesses digressed, most 
of the testimony nevertheless served an impor- 
tant purpose. Statements which may seem ex- 
traneous at first blush help to make it clear that 
business and consumers alike have a substantial 
stake in the way consumer credit is used. Much 
‘ of the seemingly irrelevant testimony supported 
most effectively the following important provi- 
sion in the preamble of the Douglas Bill: 

“The Congress finds and declares that econc” ic 
stabilization is threatened when credit is user 
excessively for the acquisition of property and 
services.” 


Alternatives Not Forthcoming 


Although witnesses voiced approval of the 
principle of “full disclosure” of interest and 
finance charges, the 898-page printed report on 
the hearing contains remarkably little in the way 
of suggestions that might be substituted for the 
often strenuously opposed “simple annual inter- 
est rate”’ provision. Without that provision, the 
Douglas Bill probably would not cause a ripple 
even in a state capital, let alone in the United 
States Senate. 

Witnesses who supported the proposed legis- 
lation with sensational testimony provided what 
is commonly called “court-room atmosphere.”’ 
They helped to focus attention on the need for 
correcting misuse and eliminating abuse in credit 
selling. It should be noted, however, that most of 
the startling type of testimony was given by 
witnesses who have had little or no experience 
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in the practical application of the perplexing 
complexities inherent in the newfangled consum- 
er-credit developments. 

Methods and practices of credit extension to- 
day are much different than they were only a few 
years ago. Instead of easily understood install- 
ment terms, simple 30-day charge accounts, and 
just plain buying on-the-cuff, shopkeepers now 
struggle with nationwide and international credit 
ecards, local bank credit-card plans, hybrid re- 
volving credit, convertible 30-day charge ac- 
counts, flexible all-purpose charge accounts, sales 
contracts, chattel mortgages, and lease-option 
agreements. 

A conglomeration of state laws—prohibiting 
and permitting—almost shout to consumers, 
“Don’t sign before you consult your lawyer!” And 
the soundness of that advice seems to be attested 

(please turn to page 118) 





Possible Outcomes of Douglas Committee 
Hearings 


. The Douglas Committee may press for fed- 
eral legislation with much accompanying 
publicity and probably ultimate success. An 
alternative for this might be for the credit 
industry itself to find means whereby “the 
American consumer will be given the truth, 
the whole truth, and nothing but the truth 
about the interest rates and finance charges 
he is asked to pay when he borrows money 
or buys an article on the instaliment plan.” 


. The Douglas Committee may cease to exist 
and leave behind a stockpile of startling 
testimony and carefully compiled statistical 
records which will continue to reflect ad- 
versely upon the entire consumer-credit in- 
dustry until something worthwhile has 
been done in the way of regulation. 


. Disclosures of misuse and abuse of con- 
sumer credit brought about by the Douglas 
Committee hearing may touch off a series 
of investigations at the state level. 


. Those who want all finance charges to be 
translated into ‘“‘simple annual interest 
rates as related to unpaid balances”” may 
never be able to prove that this provision 
would safeguard America against exces- 
sive credit. On the other hand, opponents 
of “simple annual interest rate” disclosure 
can hardly call the latter proposal “an un- 
warranted assault on the free-enterprise 
system.” 











JEWELERS’ CIRCULAR-KEYSTONE, SEPTEMBER 1960 





THE FLOWER OF PRECIOUS JEWELRY 
“gr Each piece is magnificent, regardless of price. Whether 
your customer has a fortune to spend on fine jewelry ... Or merely a modest sum... he will appreciate these 
exquisite originations from the House of Heyman. Make the House of Heyman your first resource for the 


finest jewelry and brilliant restylings of heirloom pieces. 


Oscar Heyman tz Brothers. lie. 


642 Fifth Avenue, New York 19, N. Y. 


Necklaces—$1000 and up; Bracelets—$550 and up; Rings—Wedding and Guard—$75 and up; Fancy rings—$175 and up; Brooches—$275 and up; Earrings—$250 and up. 
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Here’s what Corpus Christi 
dealer finds after 


experimenting with 


“hidden” items. 


Mr. J. J. Salem 
Salem’s Jewelers 
Corpus Christi, Texas 


NATIONAL BRAND 
MERCHANDISE 
i d AGESY. ‘Os D What’s in a name? Quite a bit——-more prestige, 
TSY 7 moa . Wn W increased sales, greater profits-—when that name 
I\ CR I AS I: S J ? \\ ? [ ? R is favorably known to millions of potential buyers. 
PR I; ST] (j ) PRO I; TS That’s what Mr. J. J. Salem of Salem’s Jewelers, 
a Pas UL . HN h Corpus Christi, Texas, discovered about Keepsake 
Diamond Rings. In his own words: 


“One day I woke up and looked around me, and 
asked myself a question. Since all the lines but 
one in my stores were nationally advertised prod- 
ucts, Why were my diamond rings the only hidden 
item I had? Why not handle a pre-sold name 
brand diamond ring, a diamond ring that people 
recognize immediately upon hearing the name? 


“T contacted Keepsake, and it was the best thing 
that ever happened to my stores. From that day 
on my diamond ring sales increased. My stores 
were known as prestige stores and my quality 
image was dramatically enhanced. 


“All merchandise in Salem’s stores is now brand 
name. In Keepsake Diamond Rings I have a strong 
selling tool to use against giant competitors. For 
I am known as the Keepsake store, the store with 
perfect diamonds. 

Let me sum up this letter with two words — 
THANKS KEEPSAKE.” 


Salem’s use of brand name merchandise is reflected in 
their brilliantly decorated windows. Nationally advertised 
items get top billing, help build Salem’s reputation as a 
prestige jeweler. 
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Clean, well-lighted interior and modern showcase provide perfect setting for Salem’s top quaiity merchandise. 
Note effective use of manufacturer's displays and sales aids. 


Some of the sales advantages of the Keepsake 
program that have contributed to the success of 
Salem’s and thousands of other authorized Keep- 
sake Jewelers are: 


NATIONAL ADVERTISING — Colorful, dra- 
matic big-space advertisements in magazines read 
most by your best diamond ring prospects... 
Life ... Look... Saturday Evening Post... 
Seventeen... Sports Illustrated... Bride’s Mag- 
azine ... Good Housekeeping... Photoplay... 
Glamour... Co-ed...and the Scholastic Group. 


DEALER SALES AIDS —A full lineup includ- 
ing newspaper mats, colorful motion displays, 
neon sign, point-of-sale aids, theater commercials, 
radio and TV spots, consumer literature, and a 
special “teen-age” traffic building offer. 
“YELLOW PAGES” ADVERTISING —A coop- 
erative plan to identify authorized Keepsake Jew- 
elers in the “‘where-to-buy-it” section of local tele- 
phone books ... tied in directly with all Keepsake 
magazine advertising. 

PERFECT QUALITY —A big sales advantage 
for every Keepsake Jeweler ... guaranteed and 
permanently registered for the customer’s protec- 
tion by the Keepsake certificate. 

NEW, EXCLUSIVE PROGRAM FOR YOUNG 
AMERICA — An advertising and merchandising 
program geared specifically to attract more of the 
teen-age market to Keepsake Jewelers’ stores... 
for engagement, wedding and lifetime business. 


If you are interested in increasing 


Not one, but two Keepsake outdoor signs he!p draw dia- 
mond ring customers to Salem’‘s. Store has been able to 
use Keepsake’s quality reputation as ‘‘strong selling tool’ 
against competition. 


sales volume for more profits, write today to: 


A. H. POND CO. INC. ---SYRACUSE 2, NEW YORK 
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DOUGLAS BILL HEARINGS 

(continued from page 114) 

by the collection of advertisements which con- 
stitutes a 30-page appendix to the report on the 
hearing held by the Douglas Committee. 

The most pronounced weakness of the case 
presented by witnesses for money lenders and 
credit sellers against the “simple annual interest 
rate” provision is its almost complete failure to 
offer any alternative except more state laws like 
those already in effect to protect consumers from 
the sharpshooters against whom the Douglas Bill 
is directed. If those laws (32 states now have 
them) were adequate there would be neither need 
nor agitation for federal legislation. 


Bad Laws Worse Than None 


The testimony of thoroughly qualified witnesses 
and supporting statistical compilations shows 
plainly that impractical and unrealistic laws will 
not aid economic stabilization. It also must be 
admitted that legislation of questionable value 
may further the economic damage done by un- 
scrupulous manipulators of consumer credit. 

Business will have to realize that once public 
attention has been focussed on unsound and un- 
lawful practices in the field of consumer credit, 
an equitable solution must be found. If business 
interests dilly-dally, the public may act precipi- 
tately, even destructively. Should that happen, 
the provisions of the preamble of the Douglas 
Bill, which have drawn fire, may appear timid 
and watered down in comparison with new legis- 
lation demanded. 

Among the 32 states that have some kind of 
finance-charge disclosure laws, New York is 
recognized as a leader. But even New York’s far- 
reaching consumer-credit legislation does not re- 
quire translating finance charges into “simple 
annual interest rates as related to unpaid bal- 
ances.”” New York’s comprehensive installment 
sales act was the direct result of statewide agita- 
tion, which, in many ways, now is paralleled by 
the nationwide publicity, induced by the Douglas 
Committee hearing. 


New York’s Experience 


The outcry over installment-selling abuses in 
New York reached its first climax in 1941. It 
was then that representatives of business, public 
and semi-public agencies and welfare groups 
formed the New York Conference on Installment 
Selling to deal with the situation. During its first 
two years, the conference brought about complete 
overhauling of the state’s laws pertaining to in- 
stallment selling, as well as the enactment of a 
series of new laws. This legislative activity, 
directed by business itself, was heralded widely 
as an outstanding forward step in stabilizing in- 
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stallment selling and making it acceptable to the 
public. 

Over the years, the New York Conference was 
expanded, and, more and more, it became an all- 
inclusive consumer credit movement with a 
weather eye on economic stabilization. New 
York’s comprehensive consumer credit legislation 
requires full disclosure of finance charges in con- 
nection with all installment transactions, includ- 
ing loans and credit buying. The conference and 
cooperating interests not only sought legislation 
to compel full disclosure of finance charges, but 
also placed ceilings on these charges. However, 
translating finance charges into simple annual 
interest rates as related to principal unpaid bal- 
ances was never considered. 

According to the testimony of many responsi- 
ble witnesses at the Douglas Committee hearing, 
the consumer-credit legislation enacted by 32 
states, New York included, does not constitute 
an adequate answer to the preamble of the Doug- 
las Bill which says that “the Congress finds and 
declares that economic stabilization is threatened 
when credit is used excessively for the acquisi- 
tion of property and services.’’ Moreover, accord- 
ing to a lot of expert testimony given at the same 
hearing, the proposed provision to require the 
disclosure of finance charges in “simple annual 
interest rates” will not in itself meet the complex 
situations that have mushroomed in the field of 
consumer credit. 

No one has yet found an answer to the ques- 
tion: Where do we go from here? ae 


About This Month’s Stylist 


Marcé, who is the creator of the designs 
which are shown on page 105, studied in 
his youth with Austrian and Italian art- 
ists. They instructed him in jewelry de- 

sign as well as in oil 
painting. 

He broke into the 
jewelry field by plan- 
ning emblems, school 
pins, coats of arms 
and trophies of all 

| kinds, and meanwhile 
studied fine art at Cooper Union. During 
a period of 28 years he headed the design 
department of William B. Ogush, Inc., of 
New York, creating distinctive concepts 
for jewelry and watches in gold and plati- 
num. Latterly, he has been in business 
for himself at 2 W. 46th St., New York. 
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Originally established 1866 


Jacobson , |nc. 


DIAMONDS 


608 Fifth Avenue, New York 20, N. Y. 


Formerly 
L. & M. Kah Co. 
ann & Co Telephone ClIrcle 5-4313 


and 32/34 Holborn Viaduct, London 


Jacobson Bros. Diamond Corp. Cable Address: “Redlace’” New York 




















Fine Precious Stones 


POs 





Rubies, Star Rubies 
Sapphires, Star Sapphires 
Emeralds, Catseyes.. . 
Loose or in Platinum 
Diamond Mountings 


of Exclusive Design... 


Lt We A MtYSO12, VOW: 


y x NMS = syverd ik 


O10 FIRTH AVENUE, Rockefeller Center 


, o 7 New York 20. New York 
Over 40 Years of Service to Leading Jewelers : 
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GIFTS FOR THE 1-TO-6 
(continued from page 97) 

of its total watch sales. Some idea of the business 
possibilities of youngsters’ jewelry can be derived 
from the experience of Ray Rominger, owner of 
Rominger’s Jewelry Co., Sterling, Colo. 

Rominger’s averages five visits from baby gifts 
purchasers daily throughout the year. Not only 
does this spell profit in itself: ““The baby gift de- 
partment has made it possible for us to sell 
watches, diamonds, costume jewelry, clocks, and 
other items to customers who in the past bought 
all their jewelry items from a mail order catalog,” 
Rominger says. 

The Colorado jeweler makes bold use of dis- 
play area to capture this market. An eight-foot 
display case carrying some 55 baby gift sugges- 
tions is located in the area of heaviest store traffic. 
Manufacturers’ merchandising aids—dummy gift 
packages, etc.—are incorporated in the display, 
and a dozen or so infant items are kept in the 
main show window at all times and are regularly 
rotated. Rominger provides engraving service 
on the sterling items which make up a large part 
of his baby gift department. 

All told, Rominger’s baby gifts department 
“probably brings us more first-time customers 
than any other single section of the store.” 

Take a tip from Ray Rominger: group your in- 
fant and child jewelry items in a separate, easily 
identified section of the store and let your show 
window advertise the fact that a wide range of 
gifts for the young can be bought in your store. 


Keep Inventory Fresh 


Constantly adding to inventory even if it means 
mark-downs at the end of a season is a “must” if 
you would reach the young folks’ market because 
fashions for children are generally influenced by 
styles in adult ready-to-wear, and the newest 
jewelry keeps up with these trends. 

This year, for example, little girl clothes will 
copy the softer, supple silhouette of adult styles, 
and many dresses will have the dropped waistline. 
Long ropes of gold filled and pearls to go with 
this longer look will intrigue mothers who see 
them on display. 

Tyrolean styles and fabrics spice new dresses 
for little girls. The Alps and last season’s Broad- 
way play, The Sound of Music, were the inspira- 
tion for these little girl frocks. 

Still another trend is the Pollyanna coat, in- 
' fluenced by the Disney movie of that name. 

In little-boy costumes, the Continental reigrs 
supreme—tapered pants, cuffed sleeves, and brass 
buttons. This is a silhouette that requires the 
simplest kind of jewelry. 

Not every line need be as seasonal and different 
as this very high-styled forecast anticipates. 
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There are some requirements for children’s 
jewelry and silver that never change. 

First and most important, children’s jewelry 
and giftware must be simple and in good taste 
for assured success. The add-a-pear] is as much 
“forever” as the diamond engagement ring; the 
chain and locket a staple; the baptismal ring as 
classic as the wedding band; the gold cuff bracelet 
always appealing: the sterling cup an heirloom 
for tomorrow. 


Styles for Young Sophisticates 


Some of the longtime favorites, however, do 
undergo a styling up that wins more business. 

The chain and locket, a perennial, gave way a 
couple of years ago to the cultured pearl] pendant 
drop. 

Character watches, a sales leader for decades 
now, are giving way to plain dial watches which 
surveys indicate are preferred by both children 
and adult gift-givers. Boys like plain dials with 
bright red or blue bands; little girls go for pastel- 
banded models. 


The older child—the six and seven-year-old— 
has rejected the child-size waterproof and trans- 
ferred affections to a model that is really the 
ladies’ size sports watch. Again. it is the fashion 
most like mother’s or dad’s that is in the ascend- 
ance. 

Charms, too, reflect changing taste and fash- 
ions. Charms for children are larger than ever 
before, another mirrored image of what is hap- 
pening to mothers’ fashions. 


Young children today are more realistic. Man- 
ufacturers tell us that children and their parents 
want charms that have meaning—a birthday cake 
or Santa Claus to remind them of those very im- 
portant events in their lives. The somewhat older 
youngster (5, 6 or 7) looks for a charm that has 
a specific reference—perhaps a sport she enjoys 
ora hobby. A piano, bicycle, ice skates, ballerina, 
telephone with the telephone number engraved on 
the bottom—all have special meaning. (We hate 
to report it, but the mad money charm with a 
dollar bill inside is tops with the tiny ones. When 
does materialism really begin?) 


Sterling, plate and stainless also register 
changes, many of which characterize the grown- 
up market as well. Stainless, for example, has 
made enormous strides as a gift now that it has 
the quality acceptance of momma and her friends. 
Self-service units have been especially successful, 
the manufacturers report. 


Department stores are doing a landslide busi- 
ness in merchandise for the one to six. Jewelers 
must follow suit. Only then can they say with 
prosperous pleasure: “Thank Heavens for little 
girls’”—and boys! wee 
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Original, 
Still 
Finest 


Ry Se q: 


Far! “KHENMET” — Order No. 282 10K White or Yellow G.F. $12.00 


“MINEA” — Order No. 283 10K White or Yellow G.F. $10.00 








“AMURRA” — Order No. 284 10K White or Yellow G.F. $11.00 
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“TAIA”’ — Order No. 256 10K Yellow G-F Only $12.00 Key 


SCARAB WATCH Sir ionine” 


This colorful and exciting bracelet-watch attachment is fast becoming a sales- 
leader wherever shown! Scarab originals by Admark are often copied, but 
never equalled. Superbly crafted with first quality European semi-precious 
stones and hand-soldered links. Admark alone helps you 
build profitable scarab business with these promotional 
aids: the world’s largest scarab bracelet (32” long, 
valued at $1,000); newspaper mats; leaflets and display 
cards. Order now—for immediate delivery! 


ASSORTED ON 
DISPLAY CARD 


sits $78 Roy 


FILL-INS SOLD IN TM. Reg Pat. on 
ANY QUANTITY 07/4 


Copyright 1960 Admark WAlnut 2-2356 714 SANSOM STREET, PHILADELPHIA 6, PA 


Don't Miss Out On 
This Big Market! 


CADUCEUS 
JEWELRY 


for DOCTORS, 
DENTISTS and NURSES 


Medical people are proud of 
their profession and like to 
show it by wearing caduceus 
jewelry. Here are fine qual- 
ity heavy ]4K gold pins, 
buttons, anc. cuff links with 
caduceus design, from our 
unusually large assortment 
of emblematic jewelry. 


The most comprehensive 
selection of scarab 
jewelry in America, in 
14 Kt. Gold, 12 Kt. Gold- 
filled or Sterling. Also 
disc jewelry, Money 
Clips and idents. Write 
for Catalog today! 


Wherrertiav IB erry @ CO. Sine Enblematee Lovdlry 


MEMBER AMERICAN GEM eocieaerty 8S ROSE STREET, NEWARK 8, N. J. 
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GOLF TROPHIES 
FOR MORE PROFITS! 


Here's a new, exclusive concept 
in golf trophies which captures 
that thrilling moment on the 
putting green. Beautifully finish- 
ed ‘‘Rich-Glo’’ figure on realistic 
green flocked hardwood base. 


List Prices: 
Pr PGS/7 6%"x7 4” $6.00 
PGL/3 9'2"x10'2" $9.50 
Also Available 
PGA/T 6°4"x7'2” $7.00 


INCLUDES 
ANCHOR HOCKING ASH TRAY 


' 
' 
i 
i 
i 


WORLD'S LARGEST SELECTION OF TROPHIES 
AND PRACTICAL AWARDS 
Telephone Numbers: 


New York—MA5-4630 
New Jersey—PL7-4500 

















USE 


THE 
JEWELERS’ 


CIRCULAR-KEYSTONE 
CLASSIFIED 


SECTION 
ee 


FOR RATES 
and 
REGULATIONS 


SEE PAGE 206 
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WINDOW DESIGNS 
(continued from page 95) 


units are made to order. Further information 
can be obtained from §S. Liebmann Studios, 2647 
Jerome Ave., New York 68, N. Y. Here are con- 
struction plans for the three windows: 


Sketch A—Color and fabric in the fashion pic- 
ture is emphasized here with lengths of soft dress 
fabrics gracefully swathed around slender col- 
umns and with a necklace form spotlighted by an 
ornate picture frame setting. Corrugated card- 
board display tubes or heavy, extra long, card- 
board mailing tubes, cut to fit snugly from ceiling 
to floor of your window space, will support the 
swags of fabric. If the tubes themselves are cov- 
ered in fabric, jewelry can be pinned to the tubes 
as well as to the draped fabric. The picture frame 
can probably be borrowed. Use chiffon, silk vel- 
vet, sheer wools, soft crepes—all easily draped 
materials—for the swags. Copy accents the color 
story. 


Sketch B—“Opulent color and sparkle—for 
the lush after-dark look” as suggested by one of 
the cards in the Fashion Coordination Institute 
display kit is suggested in this window. Borrow 
as ornate a small crysta! prism chandelier as you 
can find and suspend it in your window against 
drapes of jewel-colored fabric. Have chandelier 
connected and lighted, of course. Jewelry pieces 
are arranged on a modern display form head, 
spilling out of a jewel box, and on elevations and 
pads on the window floor. An arrangement of 
autumn flowers is used near the display head. 
Taffeta or satin in contrasting solid colors or in 
wide stripes would make elegant draperies for 
the background, held back with heavy silk cords. 


Sketch C—Fashion silhouettes comprise the 
background for this display. One of the new 
longer necklaces and a pair of the new bigger 
earrings are shown on the display form at right 
center. Additional merchandise is shown on cy]l- 
inder elevations and display pads. A fashion 
magazine, open to an appropriate page, is laid 
open in the foreground. The silhouette outlines 
can be drawn from fashion figures in the maga- 
zines and enlarged to a suitable size for your win- 
dow, cut from heavy cardboard and covered in 
colored paper or fabric. Background and floor 
should be a solid color, contrasting with colors in 
the silhouettes and on the elevations. Same fabric 
might be used for both silhouettes and elevations. 

Zee 

Read October’s JC-K for important informa- 
tion from the 35th annual report on the diamond 
industry, sponsored by JC-K and prepared by 
Dr. George Switzer of the Smithsonian Institu- 
tion. 
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New! For customers looking 
for something different! 


HAND ENGRAVED 
STERLING SILVER SPORTS SETS 
by 


Artistically designed, new Anson originals of 
finest jewelers’ quality and workmanship. Finely 
detailed, truly elegant men’s jewelry with popular 
sports mcetifs. Perfect for up-grading your sales. 
Also suitable for awards and prizes. 
top—for FISHERMEN 961B5 
center—WiTH CULTURED PEARLS for GOLFERS 961D5 
bottom—for BOWLERS 961E5 

(Sets also available for horsemen and hunters.) 


all retail at $4250 


Order from any of Anson’s 68 authorized 
distributors who sell to retail jewelers only 





JUVENIA 


A Century of Accuracy and Elegance 


JUVENIA Watch Distributors 


Announce | | | | 
JUVENIA celebrates its 100th year as a leader in the art of Swiss watchmaking. 


Among its distinguished creations are the fascinating, original MYSTERE designs 


A new revised price structure 
LJ ) ...the simple, elegant SLIM group. Quality makes JUVENIA a true jeweler’s watch. 


affording you the highest 
: . . nsparent watches in flattering sizes and shapes, reme!/ legant timepi s — incredibly thin 

markup in Juvenia history. Transparent watches in flattering sizes a pe Supremely elegant timepieces edibly 
' so light on the wrist. See the 17-jewel move- round, square or rectanguiar designs for men 
ment through the unbreakable back. Vivid red | or women. 17-jewel, shock-resistant movement. 
A complete selection of smart hands on jet black face. In gold plate from $95 In gold piate from $89.50; in14-kt. gold from $175 


new watches and best-selling 

| . . . oy Ce 
classics—the finest line in Mystere 
Juvenias 100-year history. 

Write for free catalog. 


[J] A consumer advertising pro- 
gram_ in leading national 
magazines. 





If you want to offer Juvenia 
quality and styling to your cus- 
tomers, write today for informa- 
tion on our exclusive franchise 
arrangement. 


JUVENIA WATCH DISTRIBUTORS 
980 Sth Avenue, New York 36, N. Y. 


Fabrique Juvenia ¢ Switzerland 
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‘RACINE 


For over 70 years RACINE has set the 
standard of QUALITY in dependable 
Timers and Chronographs—for use in 
industry, science, research, sports and 
communications. 


Features of GALLET 
and GALCO Timers: 


e NIVAROX Hair Springs 
e GLACIDUR Metal Balances 


¢ CHROME Finish, Hinged 
Nickel Cases 


e ANTIMAGNETIC 


e 7-JEWEL Lever Movements 
{none stronger made) 


T-3(-letilelal-# 


fo) Me od bal = 


TIMERS 
GALLET 
GALCO 
SECURITY 


GUINAND 


Complete stock of materials and 
ports for all models in our lines 


RACINE 


CHRONOGRAPHS 


Write for new Catalog JC-9 





SECl ee R ACINE® COMPANY, INC. 


20 WEST 47th STREET, NEW YORK 36 








ANY JEWELER WILL SAY: 


iF HE'S A MEMBER OF THE 


“GUILD OF DIAMOND EXPERTS” 


HE’LL GLADLY TESTIFY: 


“ITS THE BEST EVER!” 


IF YOU'RE LOOKING FOR AN ETHICAL WAY 


TO INCREASE YOUR DIAMOND SALES 


DON’T SETTLE FOR LESS 


WHY GO FOR IMITATIONS? 


PARTICIPATE IN THE PROGRAM THAT HAS BEEN 


PERFECTED BY A JEWELER 


Yes, | Perfected our Diamond-Selling Program 
in my own 3 Jewelry stores. Today (in fact— 
this very minute), Hundreds of Jewelers are 


Profiting . . . ONLY ONE JEWELER in a 
Community can become a Member. YOU 
Write for FREE 


BE THAT JEWELER! 
srocture «o. ED FREED 


ed 


2 LS 
111 EAST WATER ST., ELMIRA, NEW YORK 





JEWELRY FASHION WEEK 

(continued from page 89) 

and the jewelry best suited for each. The general 
flavor of the report can be gathered from the fol- 
lowing quotes from the section dealing with “at 
home” clothing: 

“Here is an exciting, booming area of fashion 
today—beautiful, unusual hostess clothes de- 
signed to be worn in the privacy of a woman’s 
own home ... here belongs the jewelry that is 
bold and dramatic, the type and amount of jewel- 
ry that is beyond what a woman would normally 
wear for the street. It is a marvelous frame of 
reference for presenting the extremes of some 
of the new fashion ideas in jewelry—the long, 
ornate bibs, the gypsy hoops, the big, big pin, 
the multiple bracelets. .. .” 

Pointing up how inescapably jewelers were 
linked to the fashion picture in any season, Mr. 
Fischel noted that “if sleeves were long and loose 
with much lace or other decorations at the wrist, 
your bracelet business would suffer, regardless 
of how beautifully the bracelets were designed. 
Even if you were able to sell them as gifts, many 
would be returned because the recipient would 
have no immediate use for them.” 

He urged jewelers to study fashion magazines 
in addition to their own trade magazines because 
‘in this day and age it is essential to think of 
color, silhouette, hair styling; in short, every- 
thing that has to do with the woman’s appear- 
ance.” 

Miss Erwin of Kays said that selling on the 
basis of fashion appeal was just as important 
and valuable to a credit operation such as her 
own as to a cash store. She said that the jeweler 
who establishes a reputation for fashion knowl- 
edge gains an “important intangible” in the 
loyalty of his women customers who feel he un- 
derstands their feminine whims. She noted that 
though many Kay managers are “very conserva- 
tive” they are thoroughly sold on fashion, and 
she said Kay plans window displays to tie in with 
Fashion Week. 

For distribution to customers, the FCI offers 
booklets at $6.85 per 1000 ($4 for 500) which 
describe “what’s new” in clothing and jewelry 
styles. Some of the new trends reported in the 
booklet are: “. .. big, beautiful stones, whether 
real or costume, set in every type of jewelry as a 
focal point of beauty and excitiment . . . the in- 
fluence of India, Persia, and other Eastern coun- 
tries on the lovely new after-dark jewelry .. . 
jewels worn from head to toe with the simple 
new clothes—jewels in the hair, on the fingers, 
ankles and shoes as well as the wrist, ear and 
neck... the new jewelry colors—‘real’ colors of 
ruby, emerald, amethyst, turquoise, coral, jade, 
sapphire... .” 
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Mr. Adelsheim reiterated Miss Erwin’s advice 
that jewelers learn to “understand women” and 
suggested several ways in which retailers might 
reap profits from the fashion program. Among 
the latter: cooperate with specialty stores in 
joint clothing-jewelry displays; hire a profes- 
sional model to model the new fashions; offer the 
fashion film to local TV stations having women’s 
programs, or suggest an interview on jewelry 
fashions, using jewelry from stock. 

All the panelists stressed again and again that 
jewelers who wish to benefit from Fashion Week 
and the vast publicity which will be funnelled out 
to the consuming public through material pre- 
pared for press, radio and TV must play the 
fashion tune loucly in their own stores lest they 
lose out to department stores and other jewelry- 
selling retailers involved in the program. 

“Believe me,’ Mrs. Thompson emphasized, 
“Fashion is no gimmick. It is the most powerful 
force in merchandising today. Every woman can 
always afford the things she wants.”’ Za 


DIAMONDS AND THE ATOM 

(continued from page 106) 

“radiation damage.’ If a diamond is bombarded 
with fast-moving neutrons as projectiles, the 
atoms may be knocked from their norma! posi- 
tions and displaced to new positions that do not 
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fit exactly into the former regular pattern. 

A change in the absorption of light in the 
visible part of the spectrum is caused by the dis- 
placement and this means that the color of the 
diamond is changed. 

The natural blue diamond may owe its color 
to structural imperfections of the lattice and not 
to minor elements; or the minor elements may 
be only part of the reason for the natural color. 

Nearly every diamond contains foreign ele- 
ments, of which aluminium, calcium, magnesium 
and silicon are usually relatively abundant. The 
presence of these elements does not necessarily 
mean that the diamond has a perceptible color, 
but a color is often given by such elements as 
iron, titanium, cobal*’ chromium and _ other 
chromophores. 

The color produced by irradiation of diamonds 
is blue, blue-green or green, depending on the 
radiation used. By heating an irradiated dia- 
mond, various new colors are produced—deep 
amber, light amber, golden yellow and light yel- 
low. The color obtained depends on both the 
length of time and the temperature of heating. 

Heating causes a thermal excitation of the dis- 
placed atoms, which may thereby obtain sufficient 
energy to fall back into their original positions. 
It has, however, been found that the original 
color of the diamond cannot be restored even at 


COLORFUL CONTRASTS! 


Colored gems of peerless 
quality provide contrast 
to diamond highlights in 
these bracelets, pins and 
guard rings. Ask us to 
consign a selection of 
combination-stones jew- 
elry for your review. Our 
collection is matchless! 


Juergen ¢ Andersen la 


55 EAST WASHINGTON STREET, 
CHICAGO 2, ILLINOIS 
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This ‘‘worker™ 
has been 
dipping into 
your profits! 


Handwritten prices are often hard to read—lead 
to sales at the wrong prices, misunderstandings, 
unhappy customers. The easier way is the better 
way: neat, legible Monarch Price Marking lets 
you use pressure-sensitive Senso labels, string 
tags, etc. conveniently and easily. The money 


eis 
you save will be your own! 


Monarch Pathfinder 
price-marking machine 


Ww The MONARCH Marking System Co. 
216 South Torrence St., Dayton 3, Ohio 


Please send illustrated folder on Monarch Pathfinder price- 
marking machine; also sample Monarch Tickets, Tags and Labels. 


Name __ 


Title 





City. 
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high temperature, which means that part of the 
damage is permanent. The nearest approach that 
can be made to the original color in the case of 
a diamond that was originally white is always 
a light yellowish brown. All the various colors 
menticned are, however, permanent at room tem- 
perature. 

It has been found that diamonds can be made 
blue by bombarding them with electrons as pro- 
jectiles instead of neutrons, but it differs from 
the color of a natural blue in various respects. 
It is a fairly simple matter to establish whether 
the blue color is natural or artificial. Also, the 
coloration is only a skin effect. 

It is not possible to color the whole volume of 
a diamond blue by this method; it would, in fact, 
be a highly complicated process to color a bril- 
liant-cut stone even superficially on all sides. 

The color of a natural blue diamond seems to 
be different from that of stones colored artificial- 
ly. The natural color is almost steel blue. It may, 
however, be possible to adjust the exposure to 
radiation so that the hue, or dominant light 
wavelength, of the artificial color produced will 
be the same as that of the natural color. 

Every one of three factors—hue, saturation 
and brightness—would have to be the same for 
a natural blue diamond and an artificially colored 
diamond before their colors could be _ indis- 
tinguishable. And even if these conditions were 
satisfied, the fire or sparkle might still be dif- 
ferent. 

It can be said of the artificially colored blue 
diamond that its color can be readily recognized 
as man-made. The market value of a diamond 
will not be enhanced by artificial coloration. 


Easy Detection 


One of the simpler tests to detect artificial 
coloration is based on characteristic light absorp- 
tion, and it is believed that it may be possible 
to devise a light filter that will enable the colors 
of the two types of colored diamonds to be dis- 
tinguished when viewed through such a filter. 

Moreover, the color of an artificially blue dia- 
mond is less stable than that of a natural blue. 
When raised to moderately high temperatures, it 
turns green. On the other hand, natural blue 
diamonds have been heated to temperatures as 
high as 1,250 degrees Centigrade without chang- 
ing color in the slightest degree. 

This points to the conclusion that the color 
centers of a natural blue diamond, whatever 
their exact nature—accidental or structural—are 
extremely stable and were formed at the time 
the diamond was crystallised. The color-centers 
of artificially colored stones are, however, some- 
what unstable and, therefore, liable to change. 

Baa 
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but appear with reasonable frequency in dealers’ 
catalogues. 

Getting away from the diamond books, we will 
take some quick looks at other specialized gem 
works. Amber has intrigued many writers, in- 
cluding nature popularizer Willy Ley, but the 
classic on this gemstone is a quaintly titled work, 
The Tears of the Heliades, by W. Arnold Buffum, 
published in 1900 by Putnam. The title refers to 
Sicilian amber, the less well-known variety, but 
after a section on Sicilian amber and its fluores- 
cent hues (which make it more colorful and varied 
than Baltic amber) he discusses the world’s amber 
and justifies the sub-title ... Or Amber as a Gem. 
Other than Willy Ley’s Dragons in Amber, the 
more recent works are in German, and most are 
concerned with the fossil insects that have been 
described by paleontological entymologists, such 
as Der Bernstein und seine Einschliisse, by Dr. 
Adolph Bachofen-Echt (Springer, Vienna, 1949). 

Runner-up to diamonds as a subject for book- 
length treatment, comes jade, and jade collectors 
seem wealthy and enthusiastic. Jade collecting 
is the hobby of many people, and since it is more 
of a hobby than a business interest, it is under- 
standable that there should be so many books on 
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the subject. Some are illustrated catalogues, in 
the tradition of the really old books on natural 
history cabinets or on engraved gems. One of 
the most elegant was a limited-edition, large-size 
(folio) reproduction of the important carvings 
of the Bishop Collection. One of the largest 
American dealers in jade, Stanley Charles Knott, 
published several handsome books on pieces in 
his collection or on pieces that he had sold some 
of his patrons. At another time it might be inter- 
esting to delve into the subject of jade, for many 
jewelers have found it an interesting division of 
their trade. 

However, the appreciation of jade has many 
facets. One may admire the material itself and 
collect objects in all its hues. Or one may be inter- 
ested in the mythology that is illustrated in the 
variety of the carvings. Or one may get his 
greatest pleasure from the purely art aspects of 
the hobby, gathering pieces typical of the various 
periods of Chinese history, going back to archeo- 
logical jades (both Oriental and American). 

Any number of books about jade may be men- 
tioned. Jade Lore by John Goette has become a 
classic in the approximately 25 years since its 
publication (the book, printed in China, though 
published by Reynal & Hitchcock, is undated). 
Berthold Laufer’s book on jade is concerned more 
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Add your name to the 
list of major jewelry 
manufacturers who 
specify ‘Linde’ Stars, 
the finest synthetic 
gems in the world. 
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with ethnographical lore than with its mineralogi- 
cal or artistic aspects. It is a leaflet published by 
the Field Museum, and probably available cur- 
rently. S. Howard Hansford’s Chinese Jade Carv- 
ing (Lund Humphries and Co., London, 1950) 
contains much of the Laufer type of information 
with a little Goette “lore” thrown in. Recently, 
in the U.S. and still in print, we have Herbert P. 
Whitlock and Martin L. Ehrmann’s The Story of 
Jade, beautifully made and handsomely illus- 
trated, containing, like Hansford, both types of 
information (Sheridan House, New York, 1949, 
$12.50). 


Turquoise ... 

Turquoise is represented by two books; Laufer 
again for ethnology Notes on Turquoise in the 
East (Field Museum publication 169) ; and Joseph 
Pogue’s mineralogical discussion: The Turquoise, 
which is a “study of its history, mineralogy, ge- 
ology, ethnology, archeology, mythology, folk- 
lore and technology,” all appearing as the third 
memoir of the National Academy of Sciences in 
1915. There are numerous color illustrations 
and it is still the only important work on this 
mineral. 

Travel and collecting experiences in which 
stones are featured will conclude our summary of 
special literature. Peter Rainier’s account of his 
life and experiences as the manager of the Chivor 
Emerald Mine in Colombia is the subject of Green 
Fire. This was made into a quite unrelated movie 
with Stewart Granger and Grace Kelly, but don’t 
let this put you off the book. It has been re- 
printed in a paper bound, pocket book. So has Tic 
Polonga, a more recent and less important work 
by Russ Anderton, who, some years later, also op- 
erated the Chivor Mine. 


. And Opals 

Australian writers who have discussed opal 
include T. C. Wollaston, who claims to have pio- 
neered all the important fields in Opal, the Gem 
of the Never Never (Thomas Murby and Co., 
London, 1924), and a prolific writer, Ion L. 
Idriess, Lightning Ridge, the Land of Opals (An- 
gus and Robertson, Sydney and London, 1940). 
These give accounts reminiscent of the early days 
in our west, replete with bad men and bandits, 
in an equally primitive, but slightly different 
setting. They are amusing reading and could give 
color to a talk on opals. 

With this article, we conclude our series on the 
laboratory in its most basic form, and the most 
useful literature for the student, writer or lecturer 
on gemology. Laboratory and library can be ex- 
panded far beyond these confines, and one can 
make do with less, but this series gives one a firm 
foundation on which to build. eee 
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FRIENDLY SERVICE 

(continued from page 99) 

Day,” sponsored by the Beloit Chamber of Com- 
merce, helps mark Bill as a sincerely civic-minded 
resident and gives the staff a chance to show their 
ingenuity. Once they actively hawked their wares 
from a card table in front of the store; had a 
lot of fun; sold a whale of a lot of slow-moving 
and obsolete merchandise. Another time, they 
exhibited 28 puppies from the Beloit Humane 
Society out front along with jewelry items; sold 
every pup and presented the proceeds to the 
Society. 

Judicious use of the telephone has brought Bill 
many a sale. For example, when the electric 
watch first came out, he made a bee line for the 
phone and passed the good word along to a select 
list of customers. This watch would make a wel- 
come and appropriate gift award for long and 
loyal service, he suggested to manufacturers and 
merchants of town; and they appreciated his 
thoughtfulness. “‘We sold plenty of watches dur- 
ing that period,” says Hamlin. 

When a customer mentions discount houses, 
this jeweler is ready. “Did you ever hear of any- 
one bragging about a gift—or a purchase—that 
came from a discount house?” he’ll ask. And 
then he produces a discount house catalog; ex- 
plains how the discounts are inflated and that 
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these items aren’t as cheap as they seem, con- 
sidering the advantages of the jeweler’s prestige 
and service departments behind each sale. 

Most important of Hamlin’s “surprises,” devel- 
oped to serve and please their customers, are the 
complete bridal service—a truly business-getting, 
money-making plan (see “Teenage Bridal Con- 
sultant,” March ’59 JC-K); and the store mod- 
ernization. 

Up-dating and glamorizing the store’s appear- 
ance started when someone on the staff said their 
windows needed more zip. Bill agreed; and a 
complete face-lifting followed—new sign and all. 
That made the interior look “dingy and old- 
fashioned.” So, the Hamlins took the plunge. 
They revamped the whole place—new lighting, 
new showcases, wali-to-wall carpeting and com- 
plete paint job. One of the most popular new 
ideas which they incorporated was a “men’s 
bar” (see picture). 

Imaginative leadership is essential to a pros- 
perous jewelry store. The Hamlins will never 
deny that. But, you can’t build a business the 
size of Hamlin’s in a city of 30,000 without en- 
thusiastic help, Bill insists. “Teamwork has 
brought us where we are,” he says. “And team- 
work—with friends—is the reason we're still 
growing.” Sew 
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SHOWTIME IN DALLAS 
(continued from page 91) 


son Co., manufacturers representatives, in 1929, 
and with his son, the Allied Merchandise Co., im- 
porter and distributor of giftwares, in 1950. Also 
Sept. 4—TOLA cocktail-dance party at the Baker 
Hotel. 

Sept. 5—Allied show buyers’ party at the 
Adolphus; TOLA bingo party in the Grand 
Courtyard of the Trade Mart. 

Sept. 6—Allied show dinner-dance in the Cen- 
tury Room of the Adolphus. 

The Market Center and the Marriott, on the 
new Stemmons Freeway, Route 77, are about five 
minutes by car from the downtown hotel shows. 
Accommodations are available in both areas. Free 
roundtrip buses from the Market Center to down- 
town Dallas will run frequently during the week. 

Exhibitors at the various shows are listed 
below. 


Fall Allied Gift and Jewelry Show, Hotel 
Adolphus, Sept. 4-8: 

William Adams, Inc; American Rolex Watch 
Corp.; American Time Products, Inc.; Ardalt Im- 
ports, Inc.; Arnstein Bros. & Co., Inc.; Atmos 
Clocks. 

Ballet Jewels; Ballou & Co., Inc.; Bartek Jew- 
elry; Bellillini Jewelry; Bergel of Hollywood, 
Inc.; Joseph Bobley & Co.; Borel Watch Corp.; 
Botell Ring Co., Inc.; Marcel Bouchere; Boyajian 
Co., Wm. G.; Bovano Industries; Bridgeport 
Playing Card Co. 

Hattie Carnegie Cologne; Caron, Inc.; Clasz 
& Co., Eddie; A. Cohen & Sons Corp.; Corbell & 
Co. 

DeCor Jewelry Co.; Delaware Watch Co.; Ed- 
ward Dominik; Charles Doppelt & Co.; Egan 
Wagner Mdse. Co.; Elgin National Watch Co.; 
English Silver Mfg. Co.; Eton Jewelry Mfg. Co. 

Fashion Jewelry by Jaycraft; Feature Ring 
Co., Ine.; Federal Paper Board Co.; Michael 
Feinberg, Inc.; Fisher Silversmiths, Inc.; Flint- 
wood Servingware; Foreign Trade Exchange; I. 
Freeman & Son, Inc.; Freirich-Frenchique Jew- 
elry. 

Genie, Inc.; Gift-Raps, Inc.; Gloria Anne Can- 
dies; Gold Filled Manufacturers Association; 
Goldstein-Gerson Co., Inc.; J. H. Gross & Co.; 
Gruen Watch Co.; N. 8S. Gustin Co. 

Hammerman Bros.; Hamilton Watch Co.; 
Hawaii by Treasure Craft; Heath Stoneware; 
Honora Jewelry Co. 

Idee of New York; Imari Ware; Imperial 
Pearl Syndicate, Inc. 

A. Jaller & Co.; Jewel Cases by Mele; Jewels 
by Trifari; Johnston, Johnson & Johnston; Jor- 
dan’s Importing Co.; Justin Leather Goods Co. 

Kasuga Sales Ltd.; Al & Bee Klaven; Jacques 
Kreisier Mfg. Co., Inc. 

Lamberti & Ozonoff; LaMirada Ceramics; Le- 
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Coultre Watches; Lester Co.; Lindley Box & 
Paper Division; Longines-Wittnauer Watch Co.; 
Los Angeles Potteries; LoForti Imports. 

Maral, inc.; Marboux, Inc.; Marcus Bbros.; 
Margolin & Co., H.; Marsh Industries; Mautner 
& Co.; Mele Manufacturing Co., Inc.; F. O. Merz 
& Co.; Mission Candles; Moba Imports Co. 

The Napier Co.; Nastrix Corp.; Nelson Enter- 
prises; Neosho Paper Products; New Hermes 
Engraving Machine Co. 

Omar, Inc.; Owens Ash Trays; Oxford Jewelry. 

Perfumes & Fragrances by Bergel; Poinsetta 
Studios; Chink & Hilda Pomer; Reuben Pome- 
rantz Co., Inc.; Portinoux Watch Co.; Prill Silver 
Co.; Puccini Jewelry. 

Richelieu Pearls; Rolfs-Leathergoods. 

Sango Fine China; Saxony Jewelry Mfg. Co., 
Inc.; Schiaparelli Jewels; Schneiders—Florists; 
Adolf Schwares & Son; Seiden Brass & Gift- 
wares; Shedlin, Inc.; W. F. Sebel Co.; Max Solo- 
mon; Southwest Gift Wraps Co.; St. Lambert 
Crystal, Val; Standish-Weber, Inc.; Starlite Mer- 
chandise Co.; Walter Starnes; Ernest Steiner & 
Associates, Inc.; Sterling Handbags; David G. 
Steven, Inc.; Stratton of London; Sun Coast Mer- 
chandise Corp.; J. M. Sutton & Sons Co.; Supe- 
rior Chain Co.; Swift Instruments, Inc.; Syroco, 
Inc. 

Teen-Age Jewelry; Theodor of California; 


Plus Federal Excise Tax | 
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Treasure Craft; Trifari, Krussman & Fishel. 
United Silver & Cutlery Co. 
Vacheron & Constantin. 
Watchmaster Line; Bernard Weiser ; Wildwood 
Ceramics; Winart Pottery; Harry Winston, Inc. 
Zenith Ring Mfg. Co. 


Market Center Gift and Jewelry Show (Mar- 
ket Hall), Sept. 3-9: 


A & M Leatherline; W. King Ambler; Amer- 
ican Tourister Luggage; Pattie Anderson; John 
Arnolds; Artcraft Designs; Art-Lore, Inc. 

Bar & Barbeque; Ernesta Barrow; Beard Mfg. 
Co.; Fred Berg; Bergel of Hollywood, Inc.; Bibi 
& Co.; Birthdays, Inc.; Arthur Block & Co.; Brad- 
ley Import Co.; Lelan L. Broaddus Display 
Equipment; The Bucklers, Inc.; Bufkor, Inc.; 
3uford’s of Dallas. 

Cain-Adams Co., Inc.; Cardinal China Co.; 
Don Carroll; Henry G. Caspary; Caspercraft 
Mfg. Co.; Centennial Novelty Co.; Chicago Print- 
ed String; China Dry Goods Co.; Mike Cieslak; 
Barney J. Clare; Cobosco by Corham; A. Cohen 
& Sons Corp.; Color Craft Co.; H. O. Cornwall 
Co., Inc.; Cuckoo Clock Mfg. Co.; James C. Cum- 
ley; John Hull Cutlers Corp. 

M. B. Daniels & Co., Inc.; Davar Products, 
Inc.; Wayne L. Davis; Delmore Art Studio; 


Harold C. Donaldson; Wm. H. Durham & Assoc. 


eae We ha) er 





ser Co.; Wm. E. Eix; Enchanto; Enger-Kress Ann Newton; Noymer Mfg. Co. 
; Eton Co. F. T. O’Grandy Associates; Orbros, Inc.; 
po bein Ward Inc.; Fan Co.; Florn Co.; Don Oriental Goods Co. 
Foster; Frolick Specialties. Pakula & Co.; Don Palmer Paintings; Panam, 
Ganger Gifts & Gadgets, Inc.; Gerson Co.; Sa. A.; Pan Pacific Importers; Pollock Paper Co.; 
Gibson & Cordray; Lou Glazer; Golden Shield Prince Gardner Co. 
Corp.; Abe G. Gould; G. G. Gregory; Bill Griffith Quad Decor Co.; George Quint. 
Importing Co.; Edward Gross & Co. Rainbow Art Glass Co., Inc.; Rainbow Wood 
Hamilton Glass Co.; Mrs. L. C. Harrison; John Products; A. A. Raskin; John E. Reece; Reed 
A. Havlir; Hugo Herzberg Co.; Hobe Cie, Ltd.; Starline Card Co.; Irving W. Rice Co.; Jo and 
Holland Delft Blue; A. Hollander & Associates; Grant Richardson; Ring of Dallas; Al Rolston; 
Leo Hopkins & Co.; Alfred J. Hughes, Jr.; Hunt- Harold G. Rosen; W. S. (Bill) Rountree; Royal 
er Michaels Co., Inc., Glassware Division; Kath- Sales Co.; Nile Running Studio. 
erine Hyer. Sales Un-Limited-Div. Selector Jewels, Inc.; 
Israel Creations, Inc. San Antonio Wholesale Supplies; Schick, Inc.; W. 
T. M. James & Sons China Co.; Jayposon R. Schneider; Ray Schwade; Southwest Smelting 
Charm & Jewelry Mfgrs.; Svend Jensen of Den- & Refining Co., Inc.; W. F. Sebel Co.; R. J. Snow; 
mark, Inc. Herbert Stehberg; Ernest Steiner; Mable R. 
Kentucky Art Galleries; H. Warner King; Stong, Adam Sulkowicz; Sun Coast Mdse. Corp. 
King Sales Co.; Kingsley Machine Co.; Krain & Taylor & Co., Inc.; Tex-Art, Inc.; Geo. 5. 
Canton, Inc.; Krane Mfg. Co.; Kromex Corp. Thompson Corp.; Tie-Tie Gift Wrappings; Towne 
LaGregor Enterprises; Seymour Leff; Harry Luggage, Inc.; Treasure Masters Corp.; Triangle 
Lehman; Lohzin & Born, Inc. Picture Frame Co. 
Mele Mfg. Co.; Metalcrafts of California; Joe United Imports, Inc.; U. S. Luggage & Leather 
D. Millar; Marshal E. Moody Display Co.; M& B Products Co. 
Specialty Co.; Morrillcraft, Inc.; G. O. “Morrie”’ Van Brauman & Co.; Vollrath Co. 
Morrison; Robert H. Munger Co. Allen Wayne; Weil Ceramics & Glass, Inc.; 
James R. Naseef Co.; E. T. Nash Merchandise Weingartner-Butler & Associates; Harry Weiss; 
o.; National Potteries; Neff Bros., Inc.; Jack & West Bend Aluminum Co.; Westclox Div. of Gen- 
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eral Time Corp.; Western Novelty Co.; White & 
Wyckoff Mfg. Co.; J. C. Wilfert Co., Inc.; Will & 
Baumer Candle Co., Inc.; Cecil R. Williams Co.; 
Winard, Inc.; Winart Pottery. 

Vince Zubras Associates; Zunino Altman & Co. 


Market Center Gift and Jewelry Show (Mar- 
riott Motor Hotel), Sept. 3-9: 


Louis Aisenstein & Bros., Inc.; Allison-Kauf- 
man; American Charm Co. 

Emanuel Babroff; Bailey-Hackney Co.; Benrus 
Watch Co., Inc.; Bojar & Co.; Botell Ring Co., 
Inc.; Bulova Watch Co.; Buxton. 

Cogan Distributors, Inc.; Sonny Cohen; Cor- 
bell & Co. 

Davidson & Sons Jliry. Co.; DeCor Jewelry. 

Eton Jewelry Mfg. Co. 

F & F Charm, Inc.; Flex-Let Corp.; Harry & 
Ben Frackman. 

Gold Line Co.; Goodman & Co.; The Gould Co.; 
William E. Grinnell. 

Hammerman Bros.; B. M. Hammond Co.; 
Arthur M. Harris; Helbros Watch Co. 

David Karp Co., Inc.; Wm. R. Katz Co.; 
Kramer Jlry.; Kushner & Pines, Inc. 

Lathin Watch Co.; Laytan JIrs., Inc.; Lazarus 
Jewelers, Inc.; Leeds Travelwear; Lieber & Ler- 
ner, Inc.; Abe Lipschultz; Joseph Lipschultz; Lo 


Forti Imports; Lovebright Diamond Co.; L. Luria 






The Original... 
One-And-Only 
In The Popular 
Price Range 


A~ADJUSTABLE END 
Adjustable Length 


Foster 


Ask your wholesaler to show 
you the NEW complete Bristol 
Line of low priced watchbands 
from $1.70 up (Keystone). 
Manufactured by Foster Metal 
Products. Order through your just 
wholesaler. 


5/8” 





Press In 
The Ends 


100% AMERICAN MADE 


JEWELERS’ CIRCULAR-KEYSTONE, SEPTEMBER 1960 


Fits Every 
Wrist 


& Son, Inc. 

C & E Marshall Co.; Mido Watch Co. of Amer- 
ica; Marty Miles Sales, Inc. 

Parker Allen Inc.; Permanent Labels Co.; 
Maurice Peyster, Inc.; Samuel Platzer Co., Inc.; 
K. Polishook & Son Corp. 

teese Jewelry; Richter Artcraft Co.; Rondette, 
Ltd.; Ronson Corp.; Herbert Rosenthal Jlry. 

Humbert St. George Mfg. Corp.; Sol Schargel; 
Lester Schneider Co.; Wm. Schneider; A. 
Schwarez & Son, Inc.; Seidman & Co.; Shriro, 
Inc.; Sing & Rogers; Jerry Smulin; Abe Solomon; 
Star Jewelry Co., Inc.; Store Kraft Mfg. Co.; 
Stucky & Speer, Inc.; Swirsky & Ehrlich. 

Teena Creations; Tessco Jewelry Creations; 
Texhoma Wholesale Jewelers; Tishman & Lipp, 
Inc.; Travelguard. 

Wilberg Jewelry Corp.; M. E. (Babe) Wolfe; 
Wolferman Brands; J. R. Wood & Sons; Wyler 
Watch Corp. 


Dallas Gift Show, Baker Hotel, Sept. 4-8: 


Reed and Barton, Wallace Silversmiths, Inc.; 
International Silver Co.; Oneida Silversmiths; 
Frank M. Whiting & Co.; Towle Mfg. Co.; W. & 
S. Blackinton Co.; Poole Silver Co.; Viners of 
Sheffield, Inc.; Academy Silver Co.; R. Blackin- 
ton & Co.; Worcester Silver Co., Inc., Worden- 
Munnis Co., Inc. Bea 










7 FOSTER-MATIC PLUS 


Zehictahicte 


ADJUSTABLE! 
11/16" 















3/4" 


Fits Every Watch 
BOTH WAYS! 
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Another big reason why stores 
keep reordering [S881 & ROGERS 
Silverplate by Oneida Ltd. 














Stop traffic, start sales with this buy-catching wall or counter display! 
Shows off a 50-piece *Flirtation*” set (and the low $39.95 price. too). 
Display only. free with a $100 net order. You can’t miss with this popu- 
lar silverplate that boasts high quality craftsmanship by Oneida. plus 
perfect price. Choice of 3 patterns, service for 8—$39.95. No wonder 
this beautiful silverplate is tops on the reorder list in store after store. 


Qneida @ Silversmiths 


HEIRLOOM” STERLING *® COMMUNITY® SILVERPLATE °@ ONEIDACRAFT”® STAINLESS © COMMUNITY® STAINLESS *® TUDOR® PLATE ONEIDA COMMUNITY © ONEIDA’ C NNERWARE 
* Trademurks of Oneida Ltd Oneida, N.Y. 
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TABLE TOP FASHIONS 





“Exquisite simplicity” is importer’s descrip- 
tion of white Coalport bone china “Chateau,” 
featuring classic design in gold. 5-pc. place set- 
ting retails for $30. From Camden Hall, 49 W. 
23, New York. 





“Tapestry,” newest Minton bone china on 
Latona shape, has six beige panels, alike only 
in the raised enamel rose motif, delicate blue 
leaves, 5-pce. place setting, $26.25. From Meakin 
& Ridgway, Inc., 11 East 26th St., New York. 


we a = a 
: 
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New cased glass line has 14 pieces in amber 
with brown center color accent or amber with 
blue. Called “Hawaii Pattern,” prices per piece 
range from $5 to $12.50. From Fostoria Glass 
Co., Moundsville, W. Va. 
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Bright orange and blue on white Arzberg china 
enlivens 3-pc. children’s set with dual purpose, 
colorful carry-home carton. Retail $6.95. Mini- 
mum order, 6 sets. From H. E. Lauffer Co., 230 
Fifth Ave., New York. 











Deep cuttings in abstract design characterize 
Orrefors crystal group, “Weaving.” Retail: 11% 
inch bowl, $75; 1534 inch vase, $200; 7 inch 
vase, $28.75. From Fisher, Bruce & Co., 1107 
Broadway, New York. 





Five-piece place settings in three new china 
patterns using entirely updated platinum dec- 
orating technique are, left to right: “Symphony,” 
$21.95; “Valera,” $23.95; “Roselyn,” $22.95. 
From Lenox, Inc., Trenton, N. J. 
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FREE! 
Display 
with any 
assortment 
at dealers’ 
cost of 
$59.32 
net or 
natal more. 
Fork and 


Spoon 
$5.50 


Record Cup 
$8.95 


Porringer 
and 
Baby Spoon 

$12.75 


Keystone Prices 


LULLABY STERLING... 


ULLABY 


ee ee 


The Lullaby line of baby 
sterling silver gifts 
is setting sales records. 
Get your share of 
profits on these fast- 
moving items now. 














23” long 
x 14” wide 
8%” high 


made by the Gorham Mfg. Company, Providence 7, Rhode Island 


Contact your Franchised Lullaby Wholesaler 


KANSAS CITY, MO. 
Franklin Bros. 


LANCASTER, PA. 
Saul L. Solomon & Son 


ATLANTA, GA. 
Ewing Brothers 
Sommers and Sommers, Inc. 


BINGHAMTON, N. Y. 
C. E. Rinker Co. 


BIRMINGHAM, ALA. 
Standard Jewelry Company 


BOSTON, MASS. 
1. Alberts’ Sons, Inc. 
K. A. Murphy Co. 
E. H. Saxton Co. 


BUFFALO, N. Y. 
H. Polner, inc. 


CHARLOTTE, 
Southern Watch a Co., 


CHICAGO, ILL. 
Boas Sons, Ltd. 


CINCINNATI, OHIO 
Harry Greenwold, Wallenstein- 
Mayer Co. 


CLEVELAND, OHIO 
J. H. Bross & Company 
The A. H. Ficken Co. 


DALLAS, TEX. 
Wm. R. Katz Company 


DETROIT, MICH. 
The Gorenfio Company 


ELMIRA, N. Y. 
A. Winkelstein, Inc. 


HOUSTON, TEX. 
Taylor & Company, Inc. 


INDIANAPOLIS, IND. 
Baldwin-Miller Co. 


LOUISVILLE, KY. 
George Katzman Co., Inc 


MEMPHIS, TENN. 
Charles C. Cason Co. 


MIAMI, FLA. 
L. Luria & Son, Inc. 


MILWAUKEE, WIS. 
H. P. Johnson Co. 


S. H. Clausin & Co. 
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LOS ANGELES, CALIF. 
Friedman-Gessler Company 


MINNEAPOLIS, MINN. 


SALT LAKE CITY, UTAH 
S. H. Clausin & Co. 
SAN ANTONIO, TEX. 
8B. M. Hammond Co. 
SAN FRANCISCO, CALIF. 
PA. Edward Elefant & Co. 
Jos. B. Bechtel & Co., SCRANTON, PA. 
PITTSBURGH. PA. George Phillips Co. 
The Samuel Weinhaus Company SPOKANE, WASH. 
PORTLAND, ORE. S. H. Clausin & Co. 
Butterfield Bros. TAMPA, FLA. 
PROVIDENCE. R. I Dunn & Ewbank, Inc. 
Page-Walker Co. UTICA 
RICHMOND, VA George J. henies Co., Inc. 
Richmond — Supply Co. WASHINGTON, D. C. 
T. LOUIS, Sobel Bros. 
Eisenstadt Mig. —— WICHITA, KAN 
Wm. P. Mahne Silver Co. Roberts Wholesale Distributors 


NASHVILLE, TENN. 
C. B. Peterson Co. 

NEW YORK,’'N. Y. 
Enzeeco Distributors, Inc. 
S-K-L Company, Inc. 


PHILADELPHIA, 
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TABLE T OP FASHIGreS 


Swedish crystal martini set of six glasses, 
mixer and pitcher come with a laminated teak 
tray imported from Denmark. Retails at $10. 
From R. F. Brodegaard & Co., 225 Fifth Ave., 
New York. 


Pitchers are recent addition to Fruit Basket 
line. Miniature fruit tops this and 24 related 
items in earthenware. Retail, left, $3; right, $2. 
From Geo. Zoltan Lefton Co., 1555 Mdse. Mart, 
Chicago. 


New shape of “Tirol” crystal stemware by 
Riedel of Austria is complement for modern or 
traditional home interior. Retail, |. to r.: goblet, 
$3.75; claret, $3.50; wine, $3.00; cordial, $2.75. 
From Paul A. Straub Co. Inc., 19 E. 26th St., 
New York. 
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Newest in Torse series of Limoges china is 
“Gentiane” in favored blue tones and deeply 
fiuted border. Flat cup makes a persuasive sales 
point. 5-pc. place setting, $19.95. From Havi- 
land & Co., 535 Fifth Ave., New York. 


New “Engagement” pattern is on the exclu- 
sive Premier shape. Delicate blue border is en- 
hanced by inner wreath of deeper blue and gold 
leaves. 16-pe. service, $19.95. From Oneida, 
Ltd., Oneida, N. Y. 


Coronet bar line has accessories enhanced in 
any one of a choice of washabie vinyl trims, such 
as ostrich, bamboo, plaids, etc. Retails from $5 
to $10. Geo. Borgfeldt Corp., 1107 Broadway, 
New York. 





Stainless Comes of Age 


Beauty, utility, strength and low cost are making 
it a strong contender for nation’s flatware market 


@® THOUGH THE LAST ROUND in the argument over 
whether or not stainless steel flatware deserves a 
place on all jewelers’ shelves has yet to be decided, 
the tough, bright metal has made considerable 
headway with the public at large and particularly 
with the young. 

A recent survey of teenage girls showed that 71 
per cent thought it important to own stainless 
steel flatware, against 50 per cent for silver plate 
and 46 per cent for sterling. 

Stainless steel flatware sales have risen $49 
million in the past five years, and department 
stores and discount houses are making a con- 
certed bid for the market with cut price “spe- 
cials.”’ 

An increasing number of jewelers are putting 
aside their initial prejudices against stainless 
steel fiatware and are capitalizing on its sales po- 
tential. 
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Strength and simplicity of modern stainless steel 
designs are shown to good advantage in this window 
display by Frank Herschede Co., Inc., of Cincinnati. 


Typical of those jewelers who have done well 
with stainless is Frank Herschede Co., Inc., of 
Cincinnati, which in the past three years has 
realized a 75 pei cent increase in sales of stain- 
less. 


Slow Starter 

Pauline Schoenlaub, flatware buyer for Her- 
schede, recalls that the company at first did not 
jump wholeheartedly on the stainless bandwagon. 
“We began selling top quality stainless steel in 
a mediocre sort of way when it was first mar- 
keted,”’ she says, but it was not until 1956 that 
“we recognized what we thought was a good po- 
tential.” 

From then on, “we gradually built up an in- 
teresting collection of choice pieces, handsome in 
design and always top quality.” 

(please turn to page 147) 
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TWO EXCITING NEW PATTERNS. 
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TEGOR SALES 


BY GORHAM 


the aristocrat of stdin/ess 


.. colorful new 


plastic tray supplied 


with 16-pc., 24-pc., and 
50-pc. sets. 


Yes ... here are 
two Stainless sales 
boosters. Two 
striking new pat- 
terns, Guiding 
Star and Colonial 
Tipt, have been 
added to the 
Stegor line — 
making seven 
winners that sell. 
Be well stocked, 
contact your fa- 
vorite wholesaler 
as listed. 


Stegor patterns 
start as low as 
$12.95 retail for 
16-pc. service 


for 4. 


‘Ofo) oh t-%61 mm 4o) bb ame abs w- baled ebt—i-\6! 
Gorham Wholesaler 
THE GORHAM COMPANY 


Stegor Division 


PROVIDENCE 7, RHODE ISLAND 


JEWELERS’ CIRCULAR-KEYSTONE, SEPTEMBER 1960 











Atlanta, Georgia 
Ewing Brothers 
Sommers and Sommers 


Boston, Massachusetts 
1. Alberts’ Sons, inc. 

K. A. Murphy Co. 

E. H. Saxton Company 
Buffalo, New York 

H. Poiner, Inc. 

Charlotte, North Carolina 
Southern Watch Supply Co. 
Chicago, Illinois 

Boas Sons, Ltd. 
Cincinnati, Ohio 

Harry Greenwold, 
Wallenstein-Mayer Co. 
Cleveland, Ohio 

The A. H. Ficken Company 
J. H. Gross & Company 
Dailas, Texas 

Wm. R. Katz Co. 

Detroit, Michigan 

The Gorenfio Company 
Etmira, New York 

A. Winkelstein, Inc. 
Houston, Texas 

Taylor & Company, Inc. 
Kansas City, Missouri 
Franklin Bros. 
Lancaster, Pennsylvania 
Sau! L. Solomon & Son 
Louisville, Kentucky 
Geo. Katzman Co., Inc. 
Los Angeles, California 
Friedman-Gesslier Co. 


patterns 
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Memphis, Tennessee 
Chas. C. Cason Compary 


Milwaukee, Wisconsin 
H. P. Johnson Co. 


New York, N. Y. 

Enzeeco Distributors, Inc. 
S-K-L. Company, Inc. 
Phiiadelphia, Pennsylvania 
Jos. B. Bechtel & Co. 


Pittsburgh, Pennsylvania 
The Samuel Weinhaus Co. 


Portiand, Oregon 
Butterfield Bros. 


Providence, Rhode Isiand 
Page-Walker Co. 


St. Louis, Missouri 
Eisenstadt Mfg. Company 
Wm. H. Mahne Silver Co. 


San Antonio, Texas 

B. M. Hammond Co., Inc. 

San Francisco, California 

Edward Elefant & Co. 

E. H. Harlow Company 

Scranton, Pennsylvania 

George Phillips Co. 

Utica, New York 

George J. Tapper Company 

Wichita, Kansas 

Roberts Wholesale 
Distributors 


Silverplated Flatware is 
also available thru 
your wholesaler 








AT Y 


4 , 
THE FINE ENGLISH 


DINNERWARE Import orders shipped from 
overseas take less time than you'd expect. Simply 
make them sizable enough. to warrant direct 
factory shipment, and save. 








FRANCONIA CHINA 
“One of Europe’s Finest” 
ARGENTA 


An important pattern from our authorized group of House & | 
Garden 1961 trend setting blues! | 


Wreath of blue-grey Acanthus leaves on pure white translucent | 
china; pleasingly curved Louis XV shape, outlined in Platinum. | 


To be nationally advertised BRIDE & HOME, Winter issue, | 
on sale October 13. 5-pe Place Setting: $13.95 retail | 
(slightly higher South & West) | 


HERMAN C. KUPPER, Inc. * 39 West 23rd St., New York 10 | 
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Oalisaa elas Cle elec lle me Clhace 


by Jerry Gewirtz 
JC-K Gifts Editor 


New Window Displays 
Pack Big Punch in 
Small Space 


@® DINNERWARE MAKERS are conquering space 
problems in their own way. Newest display ide- 
ology ranks with the accomplishments of Atlas 
as far as the retailer is concerned. 

To mention only a couple that promise to skirt 
the complaints of jewelers who maintain they 
cannot show china and glass in action because 
of limited space, Haviland China and Syracuse 
China have introduced two units that will achieve 
maximum display in minimum space. 

Haviland’s promotion includes all of the ac- 
coutrements for a table arrangement—and addi- 
tionally makes it possible for the parts of the 
display unit to be sold in turn. The promotion, 
which ties in with a Fall consumer magazine cam- 
paign, has a small round table, a complementary 
light biue tablecloth to go with new Gentiane and 
Bergere blue patterns, a distinctive blue and white 
floral arrangement, and service for four plus 
coffee pot, creamer and sugar bowl. The company 
also makes available for permanent display use 
a mirror for backdrop which with the rest of 
the table set-up duplicates the illustration to be 
used in the Fall advertisements. (Of course, local 
tie-in ads, etc., are also available.) 

This particular effort also lets the jeweler get 
his sterling into play. Any flatware pattern that 
complements either of these two china patterns 
is suitable. 
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House breaulifal 


House Beautiful and Lunt: 


Quality Magazine 


PROP 


A Quality Product 


© torts oe carpet iamer+ fet! ap 





Utttenn.. 


Writes Mr. R. A. Davis, Advertising Manager, Lunt Sterling: 

“For a good many years we have selected House Beautiful to carry our 
advertising on Lunt Sterling flatware. 

Sterling silver is a quality product and, as such, demands a quality m°dia 
for its presentation. Only publications of good taste and established 
prestige can hope to merit consideration on our schedule. House 
Beautiful is just such a magazine. 

Add to this requisite House Beautiful’s strong trade influence. I know of 
no other magazine in the class field that reaches so many store person- 
nel from the management level to sales people.” 


This kind of prestige means sales power for our advertisers, as Lunt 
Sterling discovers. That’s why, year after year, America’s advertisers 
place more advertising in House Beautiful than in any other national 


home magazine. 





HOME FIELD ADVERTISING PAGES 


1958-—Full Year* 1959—Full Year* 1960—First 6 mos.* 
Pages Pages Pages 


HOUSE BEAUTIFUL 1,230 1,302 588 
BETTER HOMES & GARDENS 1,098 1,042 559 
HOUSE & GARDEN 806 902 482 
LIVING 709 814 406 
AMERICAN HOME 575 563 256 











Sells Both Sides of the Counter 


House beautiful 


572 MADISON AVENUE, NEW YORK 22, NEW YORK 


*SOURCE; P. I. B. ONE OF 13 KEY HEARST SELECTIVE MARKET MAGAZINES 
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Burgundy ... English Translucent China 


AMERICA 
IS TAKING TO 
ROYAL DOULTON 
IN EVERY WAY! 


The enthusiastic reception 
across the country for Royal 
Doulton’s new English Trans- 
lucent China has been over- 
whelming! Its popular price 
appeal plus its exceptional qual- 
ities give you the benefits of a 
volume as well as a prestige line. 


Sales for Royal Doulton’s 
world-renowned fine English 
bone china continue on the up- 
curve. Figurines and character 
jugs complete this famous line 
that has a tremendous profit 
potential for you. 


Ropal Doulton 
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Doulton and Co., Inc., 11 East 26th Street, New York 10, N.Y. 
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Syracuse China thinks along the same lines. 
A turn-table display has been designed to create 
an impression of four different and complete table 
settings with a minimum of one place setting for 
each table. 

The display, introduced at the Southeastern 
China, Glass and Gifts Show in Atlanta, consists 


of a round table divided by standing mirrors into 
four pie-shaped sections. Each section is covered 
with a textured cloth in a soft neutral shade; one 
is gray, another beige, the third a delicate rose 
pink, and the last one, charcoal. A single place 
setting, with coordinated silver and crystal and 
a small arrangement of flowers is reflected in the 
mirrors giving the impression of a full table. The 
entire unit is equipped with an electric motor 
that makes it revolve slowly. 


Shape of Things To Come 

Shape itself is the important story in dinner- 
ware. There has been a coordinated effort to 
spark dinnerware sales through the introduction 
of new, exciting shapes that answer the needs of 
today’s home designers. 

We noted last month that in home furnishings 
there has been a discernible trend to enrichment. 
We did not mean that modern and contemporary 
had gone by the wayside. But consumers do seem 
to want in their homes more antiques and objets 
d’art flourishes, and in some cases more decoration 
and elegance in their table arrangements. This 
richness does not mean an end to simplicity of 
shape. Young brides, studies emphasize, are still 
fearful of looking for rich, enhanced decoration. 
They want the ultimate in simplicity. But—and 
this is a big but—the most modern new shapes 
to come will maintain their integrity in design but 
add greater elegance than ever before. 

It is in the giftwares, for example, that one 
notes this longing for the classicism of the past! 

To return to the shapes to come, a good per- 
centage of both domestic and importing dinner- 
ware manufacturers are bringing out really new 
shapes that satisfy this combined interest in mod- 
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Autumn Fantasy 


A wonderland of rich 
autumn colors — golden 
yellows, warm brown 
tones and muted greens. 


Dawn- Early morn- 
ing splendor beams in 
the simplicity of design 
and the warmth of burnt 
orange sunbursts. 
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| Accent — Beautiful! 
Fully-Decorated Cups and Bowls Asztz2ess 
a tiny touch of green 
Your customers have wanted the added beauty a fashion, a 
of completely decorated cups and bowls in Melamine dinnerware. 
Now TEXAS:-WARE makes it possible. TEXAS:-WARE’s 
pace-setting team — advanced engineering and skilled craftsmen — 
have revolutionized the industry with another first. Four exciting 
new patterns introduce the fully decorated cups and bowls 
to your customers. This fresh innovation has consumer appeal 


you can’t afford to miss! 


45-piece service for eight... retail, 95 
Pompeii-Ancient 
Set includes 42 decorated pieces! sour snead ian-oueiet 


old-gold coins and twin 
pillars of charcoal. 


. 
TEXHS WARE BEAUTY WITHOUT BREAKAGE + MELAMINE DINNERWARE 


PLASTICS MANUFACTURING COMPANY . 2700 S. Westmoreland Ave. © Dallas 33, Texas 
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Exquisite Heavy Lead Crystal 
Bowl... 


“The Star” 


Telemark ¢ 
Medium Size 


ip. 
ideal for nuts, candy, dips, 
cream sauces, dressings, efc. 


Available in 3 sizes: Small—23,‘* x 5°‘ $1.50 whise:, 
Medium—3"’ x 5%4'' $2.00 whise:, Large—314"' x 614°" $2.50 whise. 


Ladies Sold Separctely—Silverpicate Cream Ladies—5'/2‘‘ long in Vidor & 
Telemark Patterns $1.40 whise. 


Sterling Ladies—5°’ long in Blue Beil & Viking Rose Patterns $3.50 whise. 


Blue Bell “a 
Viking Rose 


Write for illustrated literature of ovr complete line. 


NORWEGIAN SILVER CORP. 
Norway House, 290 Madison Ave., New York 17, N.Y 
Additional showroom, 225 Fifth Ave., N.Y. C., Room 409 

% Gan ere ee ae i sisal a LE Oe i tle gt Ep er ree 





Be individual... 
at no extra cost! 


Choose from 
attractive 
patterns and 

finishes 


Newly available colors 
copper and gold 


plus silver and special colors, too! 


Widest selection in folding 

giftware boxes... over 100 sizes. 

e Expansion style means 

you stock fewer sizes 

e Free imprinting of your store 

name or insignia 

e 10% plus 5% discounts— liberal 
freight allowances. Write for FREE catalog. 


SUITE 1229C 225 FIFTH AVE., N. Y. 10, N. Y. 
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ern design with enrichment. Look for the oblong. 
the oval, the new fluted shoulder—a twist that is 
luxurious but contemporary in design—as well 
as thoroughly new shapes not yet even announced. 

This same feeling is reflected in some of the 
new crystal. Modern in shape, cuttings are ab- 
stract in arrangement but as elegant as the most 
traditional we know. One importer will soon in- 
troduce a simple crystal design with a smoky 
gray base that will add warmth and formality to 
the most modern table. 

Platinum continues on the upswing. It appears 
to reflect the preference by the young for a clean 
white look. 

One of the newest sterling patterns sums up 
the story of the modern elegance shown in sc 
many of the newest patterns. Gorham’s “Blithe 
Spirits” has a convoluted handle as modern in 
shape but decorated with a romantic rose motif. 
Dare the jeweler call this a “Touch of Tradition” ? 
It does not mean that good modern cannot stand 
on its own. It does mean that Americans never 
want to lose sight of their short but worthy 
history. 


NEW line of crystal designed by the French 

creator gives a high fashion look and feeling 
to crystal wares. Part of the introductory pro- 
motion will have salesgirls wearing Schiaparelli 
scarves. Stores will receive posters with the 
French flair, giving the jeweler some positive 
selling helps in romanticizing the new line. 
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WO years before Princess Margaret’s mar- 

riage, officials of the Spode China Co. re- 
vealed recently, she commissioned them to make 
a tea service from her own water color drawings. 
The service, begun in 1957, took nearly a year to 
make, and includes cake plates, butter dish and 
covered muffin dish as well as a teapot whose knob 
is a solid gold coronet. The Princess followed 
every item through each stage of production, and 
visited the Spode Works during its manufacture. 
The Princess also ordered a dinner service of 
standard pattern but requested that her crest 
be added to the rim. 
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ROQUOIS CHINA CO., as the result of the 

enthusiastic dealer reaction accorded its Divi- 
dend Coupon Plan for its three casual collections, 
has enlarged the scope of this sales incentive plan 
to include Inheritance Fine China. The new in- 
centive program will pay store salespeople a 
premium of 50¢ for each five-piece place setting 
or $5 for each 45-piece service for eight sold in 
Inheritance. Offering an incentive for the re- 
tailer as well, Iroquois will prepay all freight 
charges on reorders amounting to $100 wholesale 
or higher, in standard packs. 


UYERS were interestedly looking and buying 

at the New York China and Glass Show, 
Hotel New Yorker, July 17-22. Featured were 
the introduction of many new patterns, with blue 
and persimmon notable for colors. The importance 
of the fluted or swirl border on dinnerware, the 
use of color more lavishly than before on crystal 
and the prominence of wood with crystal in 
serving pieces were among the most important 
trends noted at the show. 

Other show news: 5lst California Gift Show, 
from July 24-29, was announced with clever 
“passport” book for notes and listings. Chicago 
Gift Show, held at LaSalle and Palmer House, 
July 31-August 11, included two Sundays for 
shopping. 


The Boston Gift Show will be held at the Hotel 
Statler and First Corps Cadet Armory September 
11 through 15. 


EW showroom at 225 Fifth Ave. to house 

Rosenthal Glass and Silver Co., headed by 
Arthur Scholder, was designed by Rosenthal 
Studios. It is in contemporary decor. 


date, only one detergent, Cascade, a Proctor 

& Gamble product, has passed all requirements 
in an American Fine China Guild testing program 
and has received the endorsement of the Guild. 
The tests were conducted in the laboratories of 
Syracuse China Corp. and showed that very hot 
water alone in a dishwasher—even distilled water 
—without the modifying effects of a proper de- 
tergent, can be harmful to some of the overglaze 
decorations used on fine china. 

Retailers are advised to inform the homemakers 
as to the best care for her fine china. Tests are 
continuing, and when products meet standards 
they will receive endorsements from the Guild. 


CRRECTION. In July’s Table Top Fashions 

we misquoted the price of a goblet by Paul 
A. Straub & Co., 19 E. 26th St., New York. The 
goblet, ““Cherrywood” pattern in Pasco Bavarian 
crystal, was listed at $9 retail. It should have 
read $4.75 retail. 


BERTSON_HOUSE [ED 


OUR DISTINCTIVE 

CHRISTMAS TREE DINNERWARE 
available in complete open stock. 
5-pc. place setting, 

$7.54 retail. 


ORDER NOW FOR YOUR 
PRE-CHRISTMAS SELLING! 


Immediate delivery f.0.b. our New York warehouse. 


Bertson House E.td. 2 Filth Ave. at 26th St. 
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COLORFUL CHRISTMAS TREE CRYSTAL. 
Retail per dozen: 

Skyball, $16.50; 

Hiball and Old Fashioned, $15; 
Double Old Fashioned, $18.50; 

Wine or Cocktail, $21; 

Shaker, $7.50; 

Martini Mixer and Stirrer, $6. 


CHRISTMAS TREE FOOTED COMPORT 
for cake, canapes, etc. Retail, $6.75. 
From our collection of 

individual gift items. 


> New York 10, N.Y. + Room 2 





/ 


English Bone China | 


a 


IN STOCK! 


Exclusive U. S. A. Distribution by 


THE 


SALEM CHINA CO. 


SALEM, OHIO 


Phone, write or wire today 
for literature and prices. 


Princess Beth 
$3.95 retail 


Princess Anne 
$2.95 retail 


Princess Diane 


$6.00 retail 


Princess Carol 


$5.00 retail 














TARNISH-PROOF 
SILVER STORAGE ITEMS 


ot 
a Gorham 


21 .00 with Pacific 4-95 
RETAIL SILVER CLOTH RETAIL 


a 
Don't forget that Gorham. the 


best known name in Sterling, offers the 


most complete line of 


TARNISH-PROOF SILVER CHESTS 
& DRAWER PADS 
BAGS AND ROLLS 
IN BOTH PACIFIC 
CLOTH & FLANNEL 


Available to All Jewelers 


THE orham COMPANY 


PROVIDENCE 7, R. |. 


AMERICA S LEADING SILVERSMITHS SINCE 1631 


SEND FOR FREE 
SILVER STORAGE 
or NF \ hele 


ie, gy Le 
ix a a High 





A Few Helpful Hints for More 
Sales 


by Irving Firstenberg 
@® THE RETAIL jewelry business is one of the old- 
est, most highly skilled of all the crafts. There is 
constant reference in the Bible to gold, rubies, 
sapphires and other precious stones. Down 
through the centuries, the silversmith and the 
goldsmith attained privileged standing. 

It is regrettable that in the highly commercial! 
climate of today’s gusty business world, not all 
jewelers remember the pride of a time-honored 
art. Too many, sad to relate, treat their estab- 
lishments as simply another of our many modern 
scientific enterprises instead of attaching to them 
the aura of dignity, refinement and nicety that is 
rightfully theirs. Fortunately, the general pub- 
lic tends to regard the jeweler in a better light. 

Unlike making a perfunctory purchase of a 
tube of toothpaste in a drug store or a box of 
corn flakes in a grocery, the average person en- 
tering a jewelry store does so with a sense of awe 
inspired by being in the presence of delicate and 
costly articles. Because he anticipates making an 
emotionally important purchase, he comes pre- 
pared to spend time, not to be rushed, to look and 
pick and be shown. Therefore, it is important 
for you to foster an atmosphere that will encour- 
age future visits. Sure, use forceful selling but 
temper it with tact and finesse. 

Don’t clutter up your store with a million and 
one items. The customer becomes distracted and 
uncertain. Better to have some merchandise hid- 
den and let the customer ask than bewilder him 
with a multitude of things on display. 

In the same vein, your outside window is im- 
portant. Don’t be lazy. Change your window 
often. Dress it so that it appeals and entices. 
Let its appearance be such that it attracts in- 
stead of confuses. Use taste and distinctiveness, 
and always keep in mind an approaching season 
or event like Christmas, Valentine’s Day or 
Mother’s Day, and plan your window accordingly. 

In other words, start from the outside. Create 
a desire to enter into your store and when the 
customer comes in, make him feel he is the most 
important person in the world. 

Be courteous, polite and anxious to please. You 
will be amazed at how your readiness and your 
undivided attention will pay off. Try not to wait 
on two customers at the same time. Both will 
feel neglected. If this is necessary, make apolo- 
gies and ask for the customer’s understanding. 

Don’t be afraid of the discount house. When 
this type of retail operation came into existence 
a few years back, jewelers got panicky. The great 
question was, “How are we going to meet this 
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competition?” Well, 
never fully materialized. The plain fact is that 
while the discount houses sprang up like a lot of 
mushrooms overnight, it wasn’t too long before | 
they began to fade. The hysteria of the cxecundl 
gradually abated and today is practically non- 
existent. Who survived? The jeweler, of course. 

The writer can positively attest to the fact heat: 
very, very few jewelers failed in recent years 
primarily because of the discounter. 


actually, the competition | . 


However, in | 


many instances, the jewelers themselves began | 


cutting prices and their own throats in competi- 
tion with one another, and brought on their own 
financial involvements. To some extent, this 
situation still persists. 

So, don’t cheapen your store with flamboyant 
signs, gaudy displays and noisy, sloppily dressed 
salespeople. It is up to you to preserve the public 
concept of a “jewelry store,” a place where quiet, 
friendliness, personal attention and dignity will 
build confidence which, in turn, will make happy, 
satisfied customers. 2 8 & 


STAINLESS COMES OF AGE 
(continued from page 138) 


Miss Schoenlaub states succinctly the selling 
points of stainless as she sees them: “‘Easy to care 
for, casual, lasting serving pieces which are ex- 
tremely flexible and functional, having many pur- 
poses.” 

Asked whether sales of stainless had made in- 
roads into sales of plate and sterling, 
Schoenlaub had a reassuring reply: “It has not 
hurt our sterling business, for we sell about 30 
units of stainless for every 100 units of sterling.” 

She noted, however, that “stainless flatware is 
often purchased in place of plated flatware.” But, 
on the other hand, “in some instances customers 


Miss | 


come in to buy stainless and then change to plated | 


flatware. This has helped to stimulate our plated 


flatware business to some extent, because it had | 


declined pitifully.” On the whole, 
cause it is an additional business.” 
Not cut price “specials” 


sales, Miss Schoenlaub says. She enumerates: 
‘*... we have been extremely careful in our choice 
of makes and items. We try to do a good job of 
display and an intelligent selling job every day. 

“We endeavor to have good advertisements, 
several window displays each year and a com- 
plete departmental display at all times.”’ 

Not only has stainless given a lift to Her- 


schede’s flatware sales, it has also “brought cus- | | 


tomers into our store who otherwise might have 
passed our door,” Miss Schoenlaub says. “It’s 
great fun, this bright new category!” 


“we believe | 
it [stainless flatware] is a healthy business be- | 


but good merchandis- | 
ing practices have increased Herschede’s stainless | 





And, for Herschede’s, zood business, too. 9H @ | 
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BARRASSO & BLAS!I, INC. 


The House of 


ag 





\GAMe 


since 1916 


@ 
fe , 
is nla 


r CAMEO RING 
# R 21214 
10K & 14K 


CAMEO BROOCH 
# B 5858/35 
10K & 14K 


MOTHER OF 
PEARL EARRINGS 
. # & 199 

"i plOK & 14K 


CAMEO LOCKET 
# P 6462 
10K & 14 K 


MOTHER OF 
PEARL BROOCH 
# B 6583/35 

10K & 14K 


_ 
a 


Manufacturers of a large selection of cameo 
brooches, cameo pendants, cameo earrings, 
cameo rings, and cameo lockets in 10K and 14K. 
Ask your wholesaler to show you the complete 
Barrasso & Blasi line of fine 10K and 14K gold 
jewelry. Write for information. 


Harry O. Blasi Henry L. Ohlhausen 
9 Maiden Lane 29 E. Madison St. 
New York 7, N. Y. Chicago 2, Til. 
WO 2-5929 LE 6-3090 


BARRASSO & BLASI, NC. 


31-33 GOVERNOR, NEWARK 2, N. J. @ MI 2-1252 
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INTERNAL REVENUE SERVICE IS WEIGHING modifications to itsS proposed set of new 
excise tax regulations, intended to clarify--but not change--some confusing 
Statutes. Retail jewelers had until Aug. 22 to submit their views on 
the proposed regulations, which will again Spell out specifically what 
jewelry items and materials are subject to the 10 per cent fedéral excise 
tax. IRS has not decided how the regulations in their final form will 


be publicized. 


THE IRS IS GOING FULL SPEED AHEAD on its business canvass aimed at 

tax enforcement and taxpayer education. Agents conducting the Returns 
Compliance Program are making a block by block, business by business 
survey, checking on the filing of business income tax, employer's social 
security, withholding and excise taxes. The three to five year program 
seeks to inform small businesses which may not be fully complying with 
tax laws because of a lack of legal assistance in filing returns. 





JEWELRY STORES UPROOTED BY FEDERAL HIGHWAY CONSTRUCTION and urban renewal projects 
won promises of “immediate priority” in seeking assistance loans from 
the Small Business Admii‘stration. Borrowers will be given consideration 
to delay principal payme:.cs for one year, may be allowed to make reduced 
payments for a certain period of tiime. 


A NEW PUSH FOR GOVERNMENT BACKING OF LEASE INSURANCE to help small 

firms get space in shopping centers will get under way early next year. 
Spokesmen for the Senate Small Business Committee say under such legislation 
a small firm could buy a surety bond protecting landlords--many of them 
insurance firms--from the higher risk of long-term leases. The government 
would provide a sliding-scale guarantee against part of any loss, thus 
keeping the cost of these bonds within reason. 





HAMILTON WATCH CO. IS CONSIDERING EXPANSION of its Swiss subsidiary, A. Huguenin 
Fils, S.A. The Swiss firm manufactures and seli watches and watch 
movements under the Hamilton and Huguenin brand names. Arthur B. Sinkler, 
Hamilton president, said the expansion, which would not require a large 
capital expenditure, would enable the company to meet growing 
demand for Hamilton watches. 


A PARISIAN COSTUME JEWELRY DESIGNER is one of the four winners of the 1960 
Neiman=-Marcus Fashion Awards. Roger Jean-Pierre will receive the fashion 
accolade at the famed Dallas specialty store's 23rd Annual Fashion 
Exposition, Sept. 12-13. 


CONGRESSIONAL SUPPORT FOR A CREDIT FEE DISCLOSURE LAW lost its early session 
vigor. Post convention politics have kept the so-called Douglas Bill on 
the shelf, but the issue is certain to be renewed next vear. 


EXPANDED MINIMUM WAGE PROTECTION moved nearer to becoming law with the 
senate's passage of Sen. Kennedy's bill, which extends coverage to any 
retailer with annual gross sales of at least $1 million. The Kennedy forces 
narrowly defeated a proposed amendment by Sen. Monroney which would have 
exempted retailers with outlets in oniy one state. 





REPORTS FROM AROUND THE WORLD--Japan has replaced the United States as the 
biggest buyer of Australian opals .. . Argentina has removed the 
100 per cent surcharge levied on imported clocks and watches with or 
without ordinary metal cases .. . Costume jewelry was one of the U. S. 
products which sold well during a promotion of U. S. goods at a 
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for that extra dimension in time... 


€p The extra dimension that Zodiac 
brings to watchmaking is care. This 
care shows up in many ways... in the 
precise craftsmanship that gives true 
meaning to the words accuracy, preci- 
sion and dependability . . . in the ex- 
quisite artisanship that brings new 
sparkle to the words style and beauty. 


For these reasons more and more 
people are discovering the exceptional 
merits of owning a Zodiac—more and 
more dealers are finding new profit 
horizons in selling price-protected, na- 
tionally advertised Zodiacs. 





Newest Version of Popular, 
Waterproof* 


ZODIAC Sea Wolf 
World’s Finest Underwater Watch 


Tested to a depth of 660 ft. 17 jewel, 
anti-magnetic, self-winding, shock-resist- 
ant precision movement with radium 
blocks and hands on black or white dial. 
Unbreakabie lifetime mainspring and crys- 
tal. Sweep second hand, movable bezel, 
rustproof stainless steel case with new 
and exclusive matching band. 


ZODIAC Ovaliure 


Exquisite new oval case with ultra-glam- 
orous gold-filled safety-catch bracelet. 
17 jewel, shockproof precision movement 
with lifetime unbreakable mainspring. 


ZODIAC Florentine Saber 


A bold new design featuring a fine flor- 
entine finish on both golden dial and 
band of this striking watch. 17 jewel, 
self-winding, shock and water resistant* 
movement with lifetime unbreakable 
mainspring, radium hands and markers. 


Ss unopened, crysta! intact 


ZOdIdc | 


aa the name for automatic watches 


For exclusive franchise information and catalog, write 


ZODIAC WATCH COMPANY 


15 West 44th Street, New York 36, N.Y. 


AN OFFICIAL WATCH OF THE SWISS FEDERAL RAILWAYS 
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Briefly = 


leading English department store .. . Japanese pearl exports in June 
totalled 2570 kilograms, a slight increase over May and a rise of 8357 
kilograms from June 1959 .. . Russia reports the production of 12.8 mil- 
lion clocks and watches in the first half of 1960 .. .A Swiss watch 
manufacturer says a “perpetual-motion" clock which transforms light 

into electrical energy is soon to go into mass production. 


HOW COMPANIES ARE DOING--Zale Jewelry Co. had net sales of $12,698,000 in the 
first quarter ended June 30, compared to $11,487,000 for the same period 
a year ago. Unaudited net earnings were $564,538 against $563,816. The 
company added 18 new stores during the quarter .. . Ronson Corp. first 
half sales rose 9 per cent and earnings 27 per cent over the first half of 
1959. Sales were $16,034,000 for the six months ended June 30 compared 
to $14,736,000. Earnings increased from $380,348 to $468,840. Louis V. 
Aronson, II, Ronson president, predicted 1960 sales would reach $40 million 
- « e International Silver Co. reported estimated net earnings of $550,488 
for the quarter ended June 30 and $915,345 for the six months ended June 
30 compared to $389,640 and $690,959, respectively, for the corresponding 
period last year .. . Bulova Watch Co.'s net earnings dropped to 
$179,266 for the 13 weeks ended July 3 from $293,332 for the same period 
a year ago .. . General Time Corp. reported a net loss for the 24 
week period ended June 11 of $220,083 against earnings of $695,956 during 
the comparative 1959 period .. . Handy & Harman had a net income of 
$610,649 during the six months ended June 30, down from $677,774 in the 
first half last year .. . Bell & Howell Co. had its highest six months 
Sales and earnings in the first half of 1960, netting $1,873,000 on sales of 
$54,217,000 compared with earnings of $1,667,000 and sales of $43,450,000 
in the first six months of 1959. 


A JEWELERY SALESMAN WAS NEGLIGENT, a jury decided, in not telling hotel employees 
that the cases he had checked with the desk clerk contained $65,000 worth 
of diamonds. AS a result the hotel was not responsible when the 
cases were stolen, according to the judge's ruling. 


NATIONAL ASSOCIATION OF COSTUME JEWELERS, INC., has scheduled a costume jewelry 
promotion at Arnold Constable, a New York department store, during 
the week of Sept. 12. The promotion includes a fashion show, a jewelry 
display and a tie-in with "The World of Fashion" radio show, which is now 
running NACJ commercials. Department stores in other major cities have al- 
ready requested NACJ cooperation on similar promotions. 


RETAIL JEWELRY SALES IN JUNE were up 3 per cent from May, down 2 per cent 
from June 1959, according to Department of Commerce figures. Total sales 
in all U. S. retail stores in June were up l per cent from May, 2 per cent 
from June a year ago, but dropped l per cent in July from the June level. 
Other mid-year economy indicators: personal income edged to another record 
in July to an annual rate of $407.1 billion, advancing more slowly 
than in previous months .. . Luxury buying faltered in some cities, 
kept pace in others. J. Herbert Hall, a Pasadena jewelry firm, reports 
sales of $5000 and over are down 15 per cent from last year. New York's 
Black, Starr & Gorham, Inc., says "big ticket" sales "are not too different 
from last year .. . A Survey conducted by the National Industrial 
Conference Board indicates a decline in consumer optimism and planned 
curtailments in buying plans for the rest of this year .. . The nation's 
output of goods and services advanced less than l per cent in the 
second quarter after a 3 per cent gain in the first three months... 
The Labor Department plans a four-year survey to learn how consumers 
spend their money. | 


LONGINES-WITTNAUER WATCH CO. IS CONSIDERING two small acquisitions, M. Fred 
Cartoun, chairman, disclosed. The businesses were not identified. Longines 
watch sales since Jan. 1 “show a modest increase," Cartoun said, even 
though "the quality watch business is not especially rosy." 
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13,178,880 
Tielelanite 
Ideas For You 


from individuai packages, or 


complete store programs. 
Have one of our gift-packaging 
specialists show you. 


lliustrated package from the 
TIE-TIE match mates program 


CHICAGO PRINTED ® § STRING COMPANY 


2300 LOGAN BLVD., CHICAGO 47, ILLINOIS 


Mid.in Canada by Ribbon Fabrics, inc., Riviere des Prairies, Quebec 














*Finishes: Metalgold Decorated 
Walnut Decorated 


i ; , Black Decorated 
PROMOTION TI a You're riding for a Fall-full of profits 


when you promote sYROCO CLOCKS, the value/style leaders in the field! This is 


. ° to promote as low as 
our NEW MODERN SPECIAL in the 3 most-wanted finishes. : 
(Minimum order, Standard Pack, 12 assorted). Choose $ OF 
from dozens more—in every price bracket, all popular 


styles. Time’s a-wastin’— WRITE NOW FOR 1960 CATALOG! 


NO. 4085 CLOCK, as shown, ag BUILD UP THAT SALE! 
S-day, guaranteed move- VALLES Ensemble your clocks 


ment. Same design, but : 
; with Syroco Wood 
with battery-operated move- 


ment (No. 4084), $25. sug. : : sconces. These go for 
ret. Minimum order, new ; rn just $9.95 a pair retail. . 


accounts, $100. 


SYRACUSE ORNAMENTAL CO., INC. @© DEPT. J90 @ SYRACUSE 2, NEW YORK 
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Maurice Adelsheim Jr. is new head of RJA; 
show sets record for sales and atterdance 


From start to finish, from the 
first registration until the last ex- 
hibit was dismantled and crated by 
union carpenters under the watch- 
ful eye of a shop steward, the New 
York Convention and Trade Show 
at the Waldorf Astoria Hotel Aug. 
14-18 exuded the sweet smell of 
success. 

Success evident in the 
beaming faces of Retail Jewelers 
of America officialdom, which 
knew it had a hands-down winner 
a month after the Chicago show 
fiasco; it was reflected in the 
bowed heads of exhibitors bent 
over order sheets, pencils flash- 


Was 


ing; and it was confirmed by the 
comments of the retailers them- 
selves, ranging from understate- 
ment—‘“this is a good one’’—to 
“best I ever remember.” 

And it was the biggest anyone 
remembered, racking up a 16 per 
cent increase in total attendance 
over last year. Exact figures were 
unavailable, but the count is be- 
lieved to have been in the neigh- 
borhood of 14,000. 


Adelsheim New Prexy 


Maurice Adelsheim, Jr., of S. 
Jacobs Co., Minneapolis, was elect- 
ed president of the RJA, succeed- 
ing Oliver A. Jenkins, head of the 
Duval Jewelry Co., Jacksonville, 
Fla. 

Said Mr. Adelsheim, grinning 
broadly, “There’s going to be lots 
of work to do next year.” 

Other officers elected were: sec- 
retary—Thomas S. Fox, vice-presi- 
dent and general manager of Fox 
Jewelry Co., Grand Rapids, Mich., 
succeeding Oliver R. Brecht, man- 
ager of the Jewelry Division of 
Reliable Stores, Baltimore; trea- 
surer, for a third term—dJay C. 
SEPTEMBER 
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Lighterman, vice-president of 
Tappin’s, Inc., Newark. 

Also the following vice presi- 
dents: William N. Wright of 
Wright’s Jewelry Store, Silver 
Spring, Md.; Henry O. Ruhl of 
E. G. Hoover Co., Harrisburg, Pa.; 
Morton Abelson of Abelson’s Jew- 
elers, Newark, N. J.; and Durward 
of B. D. Howes & Son, 
Pasadena. 

New directors elected 
Philip Friedman, Carroll C. Seg- 
hers; Henry T. Spiegel and Mor- 
ris Bb. Zale. Directors reelected 
were Oliver R. Brecht, Thomas § 
Fox, Henry O. Ruhl and William 
M. Wright. 

Retailer sessions got under way 
with a discussion of plans for the 
Nationa! Fashion Week 
promotion in early October. Mrs. 
Charlotte Thompson, director of 
the Fashion Coordination Institute 


Howes 


were. 


Jewelry 


@. 


: 
oe d 


and originator of the promotion, 
presided over panel discussions of 
all aspects of the promotion (see 
article on page 88 for complete 
details on National Jewelry Fash- 
ion Week and ways in which jew- 


-elers can participate in the pro- 


gram). 

A panel from Brides Magazine 
dealt with several aspects of the 
forthcoming “‘boom”’ in the bridal 
market not touched upon by their 
spokesmen at the Chicago show 
last month. 

Helen E. Murphy, editor-in- 
chief, described traits desirable in 
a jewelry store bridal consultant. 
The consultant should have, she 
said, “an attractive personality 
and be interested in people.” Her 
age is of little importance if she 
is “someone of prominence in the 
community” and “a person whose 
taste her customers can trust.” 


RJA OFFICERS for 1960-61 are, seated, left to right: Thomas S. Fox, secretary; 
Maurice Adelsheim, Jr., president; and Jay C. Lighterman, treasurer. Standing, 


same order, vice-presidents William N. 


Abelson and Henry O. Ruhl. 


Wright, Durward Howes III, Morton 





Scenes from the New York Convention and Trade Show 








Ye 


Waldorf-Astoria during the biggest RJA show ever. 
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BRIDE’S MAGAZINE panelists Helen 
E. Murphy, editor-in-chief, left, and 
Edna Weathers, bridal consultant, 
pensively ponder a question from the 
floor. 

From Edna Weathers, the maga- 
zine’s own bridal consultant, came 
advice to familiarize all sales peo- 
ple with the bridal registry and to 
impress upon them the _ vast 
amount of additional business the 
registry can bring into the store 
if rightly used. 

Miss Weathers also suggested 
that strategic times to make 
brides-to-be aware of the regis- 
try are when they buy their rings 
and their wedding announcements. 
At these times, the bridal consul- 
tant’s business card should be 
given the buyers. 

In a debate on whether or not a 
bridal consultant should try to 
score a victory for good taste over 
the bride-to-be’s personal wishes 
and prejudices, Miss Murphy 
caused laughter by pointing out: 

“A lot of girls don’t really want 
to know what the bridal! consultant 
thinks; they want to be told that 
what they want to do is right!” 

In a conflict between the con- 
sultant’s experience and taste and 
the bride’s whims, “you have to 
give her what she wants.” 


Catch ’em Young 


Seventeen Magazine’s Barbara 
Finlay touted the profit prospects 
in the teenage jewelry market. 
Since more girls get married at 18 
than at any other age, she said, 
“vou’ve got to get them into the 
store when they’re young if you’re 
going to get them in at all.” 

The average teenage gir! has 
over $9 to spend weekly, and her 
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beau has considerably more, and 
“they give gifts back and forth 
like crazy.” Gift items popular 
with the teens are staples with 
most jewelers — charm bracelets 
(“highly personal” in the associa- 
tions they hold for the recipients) ; 
alarm clocks, stationery, typewrit- 
ers, and small appliances (four 
out of five teenage girls cook). 
Costume jewelry definitely wins 
the teen vote, Miss Finlay said, 
remarking that the teenager’s feel- 
ings about it might be summed up 
in: 

“Diamonds may be forever, but 
costume jewelry is for now and 
for me.” 

To encourage teenage patron- 
age, Miss Finlay advised jewelers 
to “borrow techniques from places 
that make them happiest. They are 
the places teenagers go because 
they are made to feel welcome.” 

Suggestions along this line in- 
cluded parties for high school 
youngsters after the big football 
game, displaying pictures of grad- 
uating classes and sending con- 
gratulations to the graduates. 

She also advised jewelers to con- 
tact home economics teachers who, 
she said, would be “delighted to 
be able to use your store as a 
classroom for table settings” and 
would welcome a chance to have 
their pupils learn about merchan- 
dise. 


Insurance Program 


Salient points of the new group 
life insurance plan for RJA mem- 
bers were outlined by Henry O. 
Ruhl. Major advantages claimed 


GO AFTER the teenage jewelry trade, 


advised Barbara Finlay of Seventeen. 


GROUP INSURANCE plan for RJA 
members is explained by Henry O. 
Ruhl. 


for the plan (underwritten by 
Shenandoah Life Insurance Co., 
Roanoke, Va.) include: no medical 
examination; no age restriction; 
high limits, with a potential maxi- 
mum of $20,000; low group rates; 
life premiums waived if total dis- 
ability occurs before age 60; con- 
version privilege; favorable tax 
treatment. 

An initial enrollment of 1,000 
lives or more is needed, and the 
plan will become operative as soon 
after Sept. 1 as the necessary en- 
rollment is obtained. To partici- 
pate, a firm must have at least 75 
per cent of eligible employees in- 
cluded. The company may pay the 
entire cost of the insurance or 
share it with the insured employ- 
ees. Enrollment forms are avail- 
able from Retail Jewelers of Amer- 
ica, Inc., 901 Sheraton Building, 
Washington, D. C. 


Douglas Bill Hassle 


Jewelers who wandered into the 
New York University-Bulova Jew- 
elry Course alumni get-together 
on Aug. 16 found themselves in a 
heated give-and-take on the Doug- 
las Bill on consumer credit (see 
article by William Wagner, page 
112). 

With Grant Connor of Bulova, 
Richard Westerfelt of NYU and 
Edward Wolf, visiting instructor 
in the course, keeping discussion 
on the rails, jewelers in many dif- 
ferent ways made one thing ex- 
ceedingly clear; they don’t relish 
the idea of declaring all credit 
charges in terms of simple annual 
interest. 
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OUTGOING RJA president O. A. 
Jenkins receives watch from Carleton 
Broer. 


Some of the criss-crossing opin- 
ions voiced were: 

—Jewelers have not been out of 
line generally in their credit 
charges and should therefore take 
no concerted action pro or con 
the Douglas Bill lest the public 
attribute to them guilt by associa- 
tion. Spokesmen for this view- 
point seemed to feel that a “do 
nothing” policy would make the 
furor over credit charges die 
down. 

—Jewelers should fight the 
Douglas Bill or any successor that 
involved extension of federal reg- 
ulation over business. 

—Jewelers should work for pas- 
sage of state bills embodying 
credit regulations that would not 
be “distasteful” to them and 
which would make a federal bill 
unnecessary. To do this, they 
should seek the cooperation of 
state banking commissions. 


An Ad Man Speaks 


Though his talk was billed as 
“Extra Retail Dividends From 
Sunday Supplement Ads,” Parade’s 
manager, Ted Caldwell, got in 
some telling advise—and boosts— 
for all print advertising. These 
included: 

Have a continuing theme in 
your advertising, hammering home 
a particular slogan, copy phrasing 
or trademark (“When you're dead- 
ly tired of it, the public will just 
be getting used to it”). 

Don’t underestimate the intelli- 
gence of the public; stay away 
from claims so obviously untrue 
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that no one will believe them. 

Create a distinctive store per- 
sonality in your ads; and remem- 
ber “your advertising (newspa- 
per) is you yourself in print, and 
people in your town judge you 
very much by what you put in 
print.” 





Box score on new 
RJA directors 


Philip Friedman, president, 
Ward’s Jewelers, Cleveland. 
Active in the Ohio _ Retail 
Jewelers Association, he worked 
for passage of the Ohio Fair 
Trade Law enacted in 1959. 
Former director of 24K Club of 
Cleveland. 

x * * 
Carroll C. Seghers, owner of 
Carroll’s Jewelers, Coral Gables, 
Fla. Taught advertising § at 
University of Cincinnati, then 
became general sales and adver- 
tising manager for Gruen Watch 
Co. Director, Jewelry Industry 
Council and Jewelers Vigilance 
Committee; former president, 
Florida RJA, presently on its 
advisory committee. Registered 
Jeweler, American Gem Society. 

<2 8 
Henry T. Spiegel, owner, Rum- 
mele’s, Inc., Manitowoc, Wisc. 
Past president, Wisconsin Retail 
Jewelers Association, presently 
member of its board of di- 
rectors; past president, Fox 
River Valley and Lake Shore 
Jewelers Guild. Registered 
Jeweler, American Gem Society. 
Admitted to Illinois bar in 
193 

aa ea 
Morris B. Zale, chairman of 
board of directors, Zale Jewelry 
Co., Dallas. Came to U. S. from 
Europe as a boy, worked at 
several jobs, then opened his 
first jewelry store in 1924. Was 
president of Zale chain until 
1957. 











Sunday supplements afford jew- 
elers good opportunities to “tie 
in” their own ads with those of 
manufacturers of products they 
sell, Caldwell said. He pointed out 
that seven out of 10 readers be- 
lieve Sunday supplements § are 
printed by the local newspapers 
and hence believe manufacturers’ 


ads in the supplements are specifi- 
cally directed at local people. Re- 
tail jewelers can gain extra mile- 
age for their small ads in the 
Sunday newspaper by referring 
readers to “our ad on page so- 
and-so of the Sunday _ supple- 
ment,” the latter being the manu- 
facturer’s own ad. 

Final magazine representative 
on the RJA program was Henry 
Jaeger, assistant merchandising 
manager for Sports Illustrated, 
who said his magazine would go 
all out to help any jeweler wish- 
ing to sponsor a store promotion 
with a sports angle, such as boost- 
ing watches worn by Olympics 
champions. 

Speaking at the opening retail- 
er sessions, outgoing RJA presi- 
dent Jenkins gazed over the audi- 
ence, noted the preponderance of 
empty chairs, and observed: “It’s 
nice to see people really inter- 
ested in our industry. I am always 
sorry for those fellows who can’t 
take the time to do the things that 
make conventions a success for 
them.” 

But if the forums were under- 
populated, the exhibits were not, 
and the convention from every 
other conceivable angle was a 
memorable one. 


Linde introduces new 
White Star at RJA Show 


Linde Co. introduced its new 
White Star at the Retail Jewelers 
of America Show in New York 
City, Aug. 14-18. 

Linde, a division of Union Car- 
bide Corp., produced the new addi- 


LINDE WHITE STAR: Newest mem- 
ber of Linde family of synthetic stars 
is shown here in ring and necklace. 
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tion to its line of synthetic stars 
to meet the growing popularity of 
light colored stones, both natural 
and synthetic. 

But unlike its synthetic star 
sapphires and synthetic star ru- 
bies, Linde’s White Star duplicates 
no stone in nature. 

The new star is cut either as a 
round or oval cabochon and was 
exhibited at the show in a variety 
of mountings, from solitaire rings 
with smali diamonds to platinum 
and diamond necklaces and match- 
ing ring and brooch sets. 

Linde Stars are grown in oxy- 
hydrogen furnaces at temperatures 
of 3700 degrees Fahrenheit. The 
material fuses into a boule of crys- 
tal that is then cut and polished by 
hand into rounds and ovals. 


Tiffany develops tarnish-proof coating 
for sterling which lasts indefinitely 


A means of_ tarnish-proofing 
sterling hollowware without chang- 
ing its appearance has been de- 
veloped by Tiffany & Co. after five 
years of research. 

According to Tiffany spokesmen, 
the process consists of depositing 
a translucent chemical coating on 
silver that protects it from damage 
by salt, sulphur, acetic acid or heat. 

In intensive testing it has been 
found resistant to all damage ex- 
cept scratching and_ will last 
indefinitely, without peeling or 
chipping. 

Tests involved exposure to heat, 





SIERRA LEONE GROUP: Movie actress Teri Hope points to a diamond shown 
with the Sierra Leone group to demonstrate the future pear shape of the 75 
carat rough at the far left of the tray, held by Lazare Kaplan. The stones 
at the right of the tray are the halves of a 57 carat rough, second largest of 


the original three stones in the group. 


Lazare Kaplan shows 


three valuable diamonds 


A diamond shipment of three 
rough stones with a finished value 
of $850,000 was exhibited Aug. 16 
at Lazare Kaplan & Sons, 630 Fifth 
Ave., New York. 

The stones, which weigh 75, 57 
and 46 carats, were found in the 
West African mines of the Con- 
solidated African Selection Trust, 
Ltd. of London. 

The largest rough can be cut to 
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In center is Leo Kaplan. 


a 30-carat pear shape, with a 
retail value of $500,000. Another 
will be cut into an 1ll-carat pear 
shape and a 12-carat pear shape and 
the smallest stone will make a 20- 
carat round, a 14-carat emerald 
and a 7-carat pear shape. The gems 
will be known as the Sierra Leone 
group. 

The firm was responsible for 
cutting the 726 carat Jonker Dia- 
mond which had a finished cut 
value of $2,000,000. 


hot soapy water, alcohol, salt, sun- 
light, lipsticks, perspiration, nail 
polish remover, various acids and 
countless foods. In one test a 
lighted cigaret was placed on a 
piece of coated silver and allowed 
to burn for 10 minutes. 

In no case was there a break- 
down in the coating. At worst only 
stains resulted, and these were 
easily removed with soft cloth and 
water, Tiffany spokesmen say. 

They foresee the day when glass 
liners for salt cellars and mustard 
pots will be unnecessary. 


Sells For More 

Tarnish-proofed Tiffany silver 
will sell for 10 per cent more than 
untreated sterling and will be sold 
by Tiffany-franchised jewelers as 
well as the New York store. 

Tiffany will begin tarnish-proof- 
ing silver bought prior to the de- 
velopment of the process in about 
a year’s time. Sterling purchased 
at Tiffany will have priority, a 
spokesmen said. Later, non-Tiffany 
sterling will also be accepted for 
tarnish-proofing. 

Tarnish-proofing antique silver 
in museums may be undertaken at 
a future date. 

A spokesmen said the process 
may be applied to sterling jewelry 
but for the present will be used 
and recommended only for hollow- 
ware. Because of its constant 
exposure to scratching, flatware 
does not lend itself to tarnish- 
proofing. 


Giantonio new president 
of Ohio Watchmakers 


Ralph Giantonio of Cleveland 
has been elected president of the 
Ohio Watchmakers Association. 

Other officers elected at the 
group’s first annual meeting were: 
Earl Stewart of Akron, vice-presi- 
dent; George W. Cordes of Toledo, 
executive secretary; LeRoy Sexton 
of Columbus, corresponding secre- 
tary; Alfred Gruenig of Columbus, 
treasurer; and Thomas Konrad of 
Cincinnati, sergeant-at-arms. 





Tariff Commission report shows pin-levers 
lead the way to record ’99 watch sales 


The U. S. Tariff Commission has 
reported annually to President 
Eisenhower on developments in 
watch movement trade since the 
President modified the tariff con- 
cession on watch movements in 
1954. The fifth such report was 
submitted July 25, 1960, and pro- 
vided the information in the fol- 
lowing article. 


In 1959 domestic watch produc- 
tion rose, imports of watch move- 
ments increased—and U. S. con- 
sumers bought more watches than 
any other year on record. 

With “apparent consumption” 
reaching an estimated 24.8 million 
units (compared to 19.8 in 1958), 
the shifts in the composition of im- 
ports from jeweled-lever to pin- 
lever movements “continued with 
increased vigor.” Imported pin- 
lever movements containing one or 
no jewels totaled a record 6.4 mil- 
lion units, up from 4.8 million in 
1958. 

Imports of 16- to 17- jewel move- 
ments (almost all were 17 jewels) 
rebounded in 1959 from their 1958 
post-war low of 4.7 million units to 
6.1 million units, close to the 1956- 
57 level. 

Consumption of domestically- 
produced watches totaled 11.3 mil- 
lion units in 1959, higher than any 
year since 1951. Pin-levers monop- 
olized domestic production, tov, 
accounting for 9.7 million units of 
the total domestic units sold. The 
1.6 million domestically-produced 
jeweled-lever movements consumed 
was a solid increase over the 947,- 
000 units in 1958, the smallest out- 
put in any years since 1933. In 
1959, 84 per cent of these move- 
ments had more than 17 jewels. 

Domestic pin-levers and imported 
pin-levers in the one or no jewel 
class totaled 16.1 million, up from 
13.3 million in 1958. Percentage of 
total consumption, however, was 65 
per cent, down slightly from the 
1958 percentage of 67, probably a 
result of increased sales promotions 
of jeweled-lever watches in the 
“middle” price bracket. 

“Confronted with a _ declining 
share of the market and a severe 
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decline in sales of jeweled-lever 
watches, manufacturers and assem- 
blers of jeweled-lever watches in 
Switzerland have made a serious 
effort to strengthen their competi- 
tive position in the U. S. market.” 

The Watchmakers of Switzerland 
continued their intensive campaign 
begun in 1958 to spark the sale of 
jeweled-lever watches. An exten- 
sive advertising campaign was em- 
ployed in the latter part of 1959, 
but “it is premature to evaluate the 
results” of this campaign. 

A “large proportion” of watches 
with imported movements sold in 





President must follow 
tariff group’s findings 

In future “escape clause” 
cases the President must accept 
specific Tariff Commission rec- 
ommendations or the industry 
in question will get no relief. So 
ruled the U. S. Court of Customs 
and Patent Appea!s in a major 
foreign trade decision, uphold- 
ing a U. S. Customs Court 
ruling. 

Previously, when the commis- 
sion found that a domestic 
industry was being hurt by 
imports, the President was free 
to use the commission’s sug- 
gested remedies or his own. 

The ruling adds importance to 
the Commission, which generally 
is more sympathetic to industry 
demands than the White House. 

Some authorities claim tariff 
increases granted in_ recent 
years to the watch and other 
industries may be affected by 
the decision, which could be ap- 
pealed to the Supreme Court. 











the U. S. are in the price range be- 
tween the highest priced wholly 
domestic pin-lever ($16.95 in 1959) 
and the lowest priced wholly domes- 
tic jeweled-lever ($19.75 in 1959). 
The price gap between these two 
categories has been narrowing and 
“may soon virtually disappear.” 
Among the one or no jewel im- 
ports the smallest size movements 
still hold the spotlight, jumping 
from 1.63 million units in 1958 to 


2.68 million last year. This trend 
continued in the first quarter of 
1960, when 464,000 of these move- 
ments were imported, compared to 
425,000 in the first three months 
of 1959. Total imports of all move- 
ments in the first quarter of this 
year ran nearly 21 per cent above 
the corresponding period of 1959. 

Increased consumer acceptance of 
pin-lever watches, particularly in 
the smaller sizes used in women’s 
watches, “must be attributed not 
only to their comparatively low 
prices but also to the great variety 
of sizes, shapes, and styles in which 
they are offered and to the im- 
provements in the quality of many 
of them in recent years.” 

The “mounting cost of repairs on 
jeweled-lever watches” has also 
contributed to the success of the 
pin-lever, “most of which are dis- 
carded after expiration of the 
guarantee period rather than re- 
paired.”’ 

The principal U. S. producers of 
pin-lever movements in 1959 were 
General Time Corp., U. S. Time 
Corp., E. Ingraham Co. (no longer 
producing pin-levers) and New 
Haven Clock & Watch Co., which 
has since discontinued production 
of all time pieces. All but New 
Haven also sold watches containing 





SWISS WATCHMAKER ARRIVES: 
The Swiss watchmaking industry, de- 
spite stiff international competition, 
is stronger than ever, Henry A. Favre 
said on his arrival in the U. S. Favre, 
president of Favre-Leuba, S.A., and 
his wife, arrived on Air-India’s inaug- 
ural jet flight from Geneva to New 
York. The Swiss watch manufacturer 
is here to study the U. S. market 
prior to his firm’s introduction of a 
new Continental - styled watch line 
next year. 
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imported pin-lever movements. 

Leading domestic producers of 
jeweled-lever watches are Bulova 
Watch Co., Hamilton Watch Co. 
and Elgin National Watch Co., all 
of which also market watches with 
imported movements. While most 
of these movements come from 
wholly owned and operated Swiss 
subsidiaries, some are from other 
Swiss plants and from France, 
Germany and Japan. 

Two recently established small 
plants now supply limited quanti- 
ties of watch movements to the 
U. S. market. The Precision Time 
Corp. in Strasburg, Pa., manu- 
factures complete watch move- 
ments from parts of its own manu- 
facture and some imported parts. 
It now produces’ jeweled-lever 
movements as high as 23 jewels, in 
addition to pin-lever movements. 

The Standard Time Corp. began 
operations on St. Croix in the 
Virgin Islands last year. It pro- 
duces jeweled lever movements al- 
most wholly from foreign parts, 
almost all of which are marketed 
in the U. S. Swiss manufacturers 
have long been unwilling to supply 
parts for assembly of watch move- 
ments elsewhere, but German, 
French and Japanese manufac- 
turers are currently doing so. 
Watch parts, on entering the 
Virgin Islands, are dutiable at 6 
percent of foreign value. Once 
assembled there, the movements 
enter the U. S. free of duty if the 
parts cost no more than 50 per cent 
of the final U. S. appraised value 
of the movement. Since production 
in the Virgin Islands is very small, 
it does not at present have much 
effect on the protection now grant- 
ed by U. 8. tariffs. 

All domestic watch companies 
produce products in addition to 
timepieces, and in recent years 
have steadily expanded these 
other operations, including defense 
contracts for a wide range of items. 

Annual average employment en- 
gaged in the manufacture of 
jeweled-lever watches in the U. S. 
rose to 3646 in 1959, slightly above 
the 1957 level, compared to 2596 
in 1958. Workers earned an aver- 
age hourly wage of $2.26 in 1959. 
Employment of pin-lever production 
workers was “somewhat higher” in 
1959 than the 4012 employed in 
1958, reaching its highest level 
since 1949. 
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Advertising agency exhibit marks history 
of highly successful diamond ad campaign 


ART IN ADVERTISING: Warner Shelly, president of N. W. Ayer & Son, and 
Frances Gerety, copywriter, compare a proof of a current DeBeers advertise- 
ment to the original art work. Paul Darrow, associate art director, holds the 


proof. 


The success story of a 2l-year 
diamond advertising campaign 
was portrayed in the galleries of 
N. W. Ayer & Son, Inc., advertis- 
ing agency in Philadelphia, in Au- 
gust. 

N. W. Ayer has prepared the 
advertising for DeBeers Consoli- 
dated Mines, Ltd., since 1939, em- 
ploying fine art illustrations in its 
magazine ads for nearly that 
whole period. Since 1948, the 
words “A Diamond Is Forever” 
have appeared consistently in De- 
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SALES DRIVE READIED: Bulova 
Watch Co.’s board chairman, Gen. 
Omar N. Bradley, shows stockholders 
new lines to be introduced in firm’s 
expanded sales program. At right is 
Harry B. Henshel, Bulova president. 


Beers advertising and have come 
to be almost synonymous with it. 
As lasting as the phraseology is 
the art work which has accom- 
panied it. In 1939, Ayer purchased 
paintings by the foremost con- 
temporary artists in the leading 
galleries of Europe and America. 
These paintings by such artists as 
Picasso, Edzard, Dali and Derain 
are now worth many times their 
original purchase price. All paint- 
ings used in the campaign are sent 
to DeBeers’ headquarters in Jo- 
hannesburg, South Africa. 

Since 1939, all paintings used in 
the series have been commissioned 
by the agency specifically for this 
purpose. 


Unusual Relationship 


The relationship between N. W. 
Ayer and DeBeers is one of the 
most remarkable in advertising. 

DeBeers had not advertised 
prior to 1939. The first job per- 
formed by Ayer was to research 
the market. The agency found that 
the prestige and_ sentimental 
values surrounding the diamond 
had been slipping since 1925, that 
only 60 to 65 per cent of the wo- 
men then married had diamond 
engagement rings. Among young 
women getting married there was 
a growing preference for other 
things in place of the diamond. 





The survey resulted in the es- 
tablishment of the objectives for 
diamond advertising still in force 
today. They are: to protect and 
encourage the engagement dlia- 
mond tradition; to restore dia- 
monds and diamond jewelry to a 
position of importance in the 
world of fashion; to increase the 
sale of all types of diamond jew- 
elry in the general luxury market 
in competition with other luxu- 
ries; and to educate the public on 
diamond sizes and prices. 

Has the agency been successful 
in its 2l-year campaign? Through 
the use of restrained advertise- 
ments and an active publicity pro- 
gram, the demand for diamonds 
has been stirred to an all-time 
high. 


Volume Triple 


Today the annual volume of dia- 
monds imported into the U. S. is 
three times that of 1939, based on 
carat weight per marriage, while 
the population in the marriageable 
age group has increased less than 
one-third in the same period. Be- 
tween 75 and 80 per cent of en- 
gagements are now signified by 
diamonds. The engagement ring, 
anniversary gift and fashion mar- 
kets for diamonds have all doubled 
since 1939. 

In fact, demand is at such a 
peak today that if DeBeers should 
stop mining it would only have 
enough stones on hand to meet 
two month’s demand. 
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GOLDEN SHIELD BY ARGUS: 
James Brinkerhoff, left, operations 
manager of Argus Cameras, Inc., and 
Arthur P. Gould, president of Golden 
Shield Corp. seal agreement adding 
a deluxe camera line to the Golden 
Shield product list. 
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Pratt 


Barrows, Jr. 


Wells Mfg. Co. bought; 


factory is modernized 


Modernization of the Wells 
Manufacturing Co. factory’ in 
Attleboro, Mass., has followed a 
change of ownership of the jewelry 
manufacturing firm. 

Raymond L. Wells, the firm’s 
founder, retired and sold the busi- 
ness to Thomas Freeman, Fred H. 
Barrows, Jr., Fred H. Barrows, 
III, and Frederick L. Pratt. 

Freeman, formerly vice-president 
and national sales manager of 
Shields, Inc., is now president of 
Wells. Fred H. Barrows, III, is 
vice-president and general man- 
ager; Pratt is executive vice- 
president; and Fred H. Barrows, 
Jr., is treasurer. The latter three 
men are associated with Williams 
& Anderson Co., Irons & Russell 
Co. and R. L. Griffith Co. of 
Providence. 

The modernization included: 
new machinery for quality control; 
a new coloring room; new shipping, 
customer service and product and 
merchandising research depart- 
ments; and inventory control. 


Take certification test, 


AWI treasurer urges 


George W. Cordes of Toledo, 
treasurer of the American Watch- 
makers Institute, has issued a 
statement urging all AWI members 
to take the soon-to-be completed 
national certification examination. 

The certification committee of 


the AWI’s board of directors met 
in Chicago to consider cnanges 
to the examination. The board is 
now waiting for the final draft of 
the exam. 

Among the considerations which 
prompted recommended changes to 
the examination, Cordes _ said, 
were: that watchmakers no longer 
made balance staffs, stems or set 
jewels in bushings; that replacing 
badly mangled hairsprings is 
cheaper today than repairing them; 
that many repairmen do not own 
or operate a lathe. 

Cordes said the board discussed 
the necessity of certification and 
“even though some requirements 
are lifted it still had to be such 
that the value of this examination 
not be lessened by doing so.” The 
board felt more men would be in- 
clined to take a “streamlined test.” 

“This examination is one of the 
basic foundations upon which AWI 
is forming,” Cordes said. 

He said some arguments from 
men against taking the test stem- 
med from fear that they would not 
pass it. Cordes suggested that 
watchmakers study for the certi- 
fication examination in the same 
manner as they did for school tests. 
This could be done on a group 
basis, he added. 

Information to assist in study- 
ing for the examination can be 
obtained from libraries or from 
the AWI. Cordes encouraged state 
and local associations to obtain the 
study materials and set up study 
groups. 

Cordes pointed out that although, 
in state-licensing areas, all watch- 
makers in the trade are certified 
to practice under a “grandfathers 
clause,” a repairman violating a 
part of the license law will be 
required to take the test. 

“Usually, in such an instance, 
little time would be given for 
boning up preparations. 

“Under the voluntary system, 
through your local guild, and under 
the guidance of AWI, no penalties 
are involved and much promise of a 
fuller and richer field is in the 
future. 

““AWI wants to be one that all 
the public all over our nation can 
look to for quality, reliability, 
honesty and integrity ... the first 
step toward our goal is national 
certification.” 
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Jewelers Vigilance Committee to appoint 
committee to seek added financial support 


A committee on finance will be 
appointed to seek financial support 
for the Jewelers Vigilance Com- 
mittee, Gustav H. Niemeyer, JVC 
chairman, told the group’s board 
of directors at its mid-year meet- 
ing Aug. 17. 

Niemeyer emphasized that fi- 
nancial support must be secured 
from a greater number of those 
firms which realize that the work 
of the JVC should be maintained. 

In his opening remarks at the 
meeting, held at the Waldorf-As- 
toria Hotel in New York, Niemeyer 
said a way must be found “to 
arouse a greater number of the 
reputable people in the industry 
... to the dangers which beset it 
and which destroy the confidence 
of the consumer... .” 


Diversified Cases 

To illustrate the diversification 
of cases handled by the JVC, Nie- 
meyer checked 48 letters which 
had been mailed during July by 
the JVC office and counsel to con- 
cerns against whom complaints 
had been filed. 

These letters dealt with: failure 
to indicate when diamonds were 
enlarged in advertising; question- 
able offering of fake diamonds; 
imperfect diamonds advertised as 
“nerfect”; fictitious pricing; a gold 
filled item marked “14 Kt’; ques- 
tionable certification; imitation 
pearls offered as fresh water 
pearls; incorrect statement of 
weights of diamonds; questionable 
Sheffield Silver Club; imitation 
pearls offered as Mediterranean 
pearls; items described as “gold 
plate’ which should have been 
called electro plate; an item as- 
saying 6.03 karat which was 
stamped ‘10 Kt’; and others. 

Niemeyer pointed out that these 
letters did not go only to “fly-by- 
nights.” They included _ several 
department stores, a Nna- 
tional mail order house, a large 
retail chain and a_ prominent 
jeweler. 

Niemeyer named the following 
to an executive committee, repre- 
senting leading branches of the 
industry: H. James Stern, Sr., of 
I. Stern & Co.; Robert M. Kre- 
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mentz of Krementz & Co.; William 
T. Lusk of Tiffany & Co.; Howard 
I. Michaels of Michaels, Inc.; 
sarnett Robinson of Barnett Rob- 
inson, Inc.; Roland A. Gsell of 
Gsell & Co., Inc.; and Elliott M. 
Gordon of Towle Mfg. Co. 


Reports Heard 

The directors heard _ reports 
from the treasurer, the diamond 
committee and JVC’s’ counsel, 
Lipper, Shinn & Keeley. Aaron 
Lipper said, in that report, that 
the number of files opened in the 
first six months of 1960 was about 
as many as during the same period 
in 1959. Those cases where volun- 
tary compliance is not obtained (it 
is in over 50 per cent of the cases) 
are referred to the Federal Trade 
Commission or other appropriate 
agencies, Lipper said. 

P. Irving Grinberg, executive 
vice-chairman, told the board that 
due to unforeseen delays no action 
had been secured on the proposed 
amendment to the Federal Stamp- 
ing Law during this session of 
Congress. 


Armored truck brings 


a soap box to Winston 
Usually the Brinks guards who 


deliver Harry Winston’s diamonds 
quietly enter the New York deal- 
er’s building through a rear door. 

It was different on Aug. 2. When 
the Brinks truck drove up to the 
back entrance it was sent around 
to the front on Fifth Ave. and 
56th St. The guards tenderly un- 
loaded an ordinary-looking Wood- 
bury soap box, with “One-Half 
Price Sale” printed in red letters 
on the side. 

The cheap cardboard container 
was hustled through the plush 
salesroom to a waiting elevator and 
up to an antique-filled office on the 
top floor. 

Then the contents of the soap 
box was dumped onto Mr. Wins- 
ton’s black-velvet-topped desk — 
packet after packet of uncut dia- 
monds—more than 100,000 stones 
in all. “Boy!” a late arrival mut- 
tered, “the iceman cometh!” 

The total shipment weighed 
about 30,000 carats. Cutting to be 
complete within three months, will 
result in more than 200,000 
finished gems. 

The Winston firm bought the 
diamonds for about $1.2 million on 
July 27 when the Customs Office 
offered a total of 47,000 carats of 
rough at public auction in New 
York. The total amount paid for 
the Government’s stones was $1.9 
million. Washington stockpiled the 
diamonds during the war to be 
used as industrial stones if neces- 
sary. It took an act of Congress 
to release them for auction. 
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GLITTER. Harry Winston’s secretary has seen plenty of uncut diamonds. But 
this vast hoard—100,000 in all—seems to strike her as something special. 
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SILVERSMITHS SALUTED: Raimond Incorporated of Malden, Mass., pre- 
sented this window display of its products at the office of the Common- 
wealth of Massachusetts at Rockefeller Plaza in New York. The display 
resulted after the state selected Raimond as one of the business enterprises 
which reflects the attributes Massachusetts wishes to encourage as an 
incentive for bringing in new industry. 
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GROUND BREAKING: Officials of 
The International Silver Co. and di- 
rectors of the Insilco Club, an em- 
ployees’ organization, join in ground 
breaking ceremonies at the site of the 
new Insilco Club House in Meriden, 
Conn. Prospective completion date for 
the building is Dec. 1. The recreation 
center will house a dining room, a 
gymnasium with a capacity ef 360 to 
450 persons, locker rooms and shower 
facilities. The old Insileo Hall had 
been used for 33 years, until its sale 
about two years ago. 


4 

PRESS PREVIEW: Major Gen. Arno 
H. Luehman, director of the Office of 
Information, U. S. Air Force, signs 
in for a special press preview of a 
new motion picture produced by the 
Air Force in cooperation with Ameri- 
can Rolex Watch Corp. Rene Dentan, 
Rolex president, and Barbara Mines, a 
receptionist, register General Lueh- 
man. The film, The Supersonic Thun- 
derbirds, has a Rolex lead-in and 
trailer. It features a demonstration of 
precision flying by the famous Air 
Force jet team, The Thunderbirds. 
The picture is being made available to 
civic and community groups through- 
out the country through the more 
than 700 Rolex retailers. 
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ROSE TROPHY P 
AWARDED: The Ster- 
ling Silversmiths Guild 
of America presented 
its $5000 perpetual 
challenge silver trophy 
for the best rose ar- 
rangement to Mrs. Cail 
John W. Minton, Ros- | : 
well, N. M. From left 4 Tt, 
are Mrs. V. R. Fast, . 
Charleston, W. Va., 
third prize winner ; 
Mrs. Harold L. Brooks, 
. 


second prize winner; —_ 


Denham Lunt, Jr., pres- —_ ea - 
ident of the Guild; Mrs. , od 
Minton; and Charles H. \ » 


Perkins, president of 
Jackson and Perkins 
Co., rose growers. Con- 
test in Newark N. Y., 
was fifth annual na- 
tional competition. 


« 

KREISLER’s NEW LINE: Marge 
Mathews, stylist for Jacques Kreisler 
Manufacturing Corp. of North Ber- 
gen, N. J., holds the case as Toby 
Stern, the firm’s president, examines 
new “Boutique” ladies watchband 
series. The line was one of four in- 
troduced during Kreisler’s national 
sales meeting in New York. Also in- 
cluded were a new series in ladies 
leather watchstraps, two new table 
lighter styles and a line of men’s and 
ladies’ watchbands with 14 karat gold. 





ON CAMERA: The National Associa- MINNESOTA “DIAMOND”: Roger Svejkovsky of Roger’s Jewelers in Austin, 
tion of Costume Jewelers, Inc., pro- Minn., supports a 52 pound fiberglass “diamond,” which he describes as the 
vided television viewers with some world’s largest diamond replica. Svejkovsky had the “stone” made as a sign 
jewelry fashion pointers on NBC. for his store. Now he’s taking orders to produce them for other jewelers. 
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State of the Jewelry Business 





First half watch import figures promise another record this year 


If importation of watch move- 
ments during the second half of 
IMPORTS % Change % Change 1960 continues at the same pace 

June from Jan.-June — from Jan.- it did in the first half, last year’s 
1960 June 1959 1960 June 1959 record import total will be topped 
res veers ae) by more than 1.8 million units. 


0-1 jewel 518,442 —12.6 2,902,533 +15.1 ) 7 : 
2-7 jewels 117,578 411.5 _9.1 Imports of all movements during 


8-15 jewels 2,468 _ 45.5 412.8 the first six months totaled over 
16-17 jewels 524,129 —1.2 +15.5 6.2 million, 12.7 per cent above the 
over 17 jewels 1,894 +15.3 —18.6 same period in 1959. If this per- 
all movements 1,164,511 —5.7 +12.7 centage is maintained it will mean 
DIAMONDS that an additional 10 million units 


uncut, by carats 91,806 — 34.6 676,720 +7.2 will enter this country before 
uncut, by value $7,421,418 : +7.8 year’s end. 
cut, by carats 76,586 —5.6 Figures for June showed little 
CULTURED PEARLS $1,432.182 20.7 $8,089,898 Perr cto tlagrar ce een teenadanancton 
’ , — . ’ , . , a] ov ts 
IMITATION STONES $581,141 —16.9 $2,730,139 ee ee 





was the highest of any month thus 
far this year, although the move- 
EXCISE TAXES % Change % Change ments in the one or no jewel class 
Jan.-Mar. from Jan.- Jan.-Dec. from Jan.- 
1960 Mar. 1959 1959 
AMOUNT COLLECTED $63,801 +8.1 $159,679 


dropped 12.6 per cent below June 
of last year. 

Movements with 16 or 17 jewels 
were down slightly from the same 
month a year ago. 

Movements in the none or one 
jewel class and the 16 or 17 jewel 


VITAL STATISTICS % Change 
June from Jan.-June from Jan.- 
1960 June 1959 1960 June 1950 ; 
MARRIAGES 201,000 —2.0 727,000 42.0 class continue to dominate the im- 
BIRTHS 336,000 _3.2 2,011,000 _22 port picture, accounting for 91 per 
herent CAlibaam mint admit alates Ene nate nel niemta cent of all movements imported in 


the first half. For the first six 
months of ’60, these two groups 


FAILURES t-- % Change o%/% Change 
July from Jan.-July from Jan.- 


1960 july 1959 1960 July 1959 and the 8 to 15 jewel class ran 
ahead of last year’s figures. while 


the 2 to 7 jeweled units and those 
over 17 jewels lagged. 
The composition of uncut dia- 
mond imports in June was some- 
“etl what different than in the same 
WHOLESALE JEWELERS’ DEPARTMENT STORE SALES month of 1959. While the number 
SALES JUNE 1960 of carats imported totaled nearly 
aa serve % Change 50,000 less than a year ago, the 


rom from Jan.- si ’ ‘ie ee é 
JUNE 1960 June 1959 June 1959 value of the stones was 21.7 per- 


‘ent greater. The uncut diamonds 
%% Change °%% Change FINE JEWELRY, — , 
%o Seng Yo “sh WATCHES 0 +5 imported in June 1960 had a value 


June 1959 May 1960 SILVERWARE, of $7.4 million, an average of near- 

SALES 19 CLOCKS +3 ly $81 per carat. In June 1959, 

COSTUME imported uncut gems were worth 

INVENTORY +3 JEWELRY : $6.1 million, an average of only 
ae a } $43 per carat. 

METAL PRICES—MID-AUGUST 1960 An indication that the jewelry 

(troy ounce, large lots) business may be prospering better 

Mid-August — this year than last is a comparison 

1960 Ago % Change of the number of business failures 

SILVER $.91 3/8 $.91 3/8 0 in the first half of each year. The 

PLATINUM $82 $77 46.5 total number of failures in all 

PALLADIUM $24 $18 +33.3 aspects of the trade is down an 

IRIDIUM $75 $75 0 average of 23.9 per cent from last 

year. 


CASH JEWELERS 
INSTALLMENT JEWELERS 
WATCH REPAIRERS 
WHOLESALERS 
MANUFACTURERS 
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RUNNING A SUCCESSFUL 
SALE IS AN ART 
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Before You Sell Your Store To Anyone . 


,. Contact Us... 
Let Us Analize Your 


Situation Thoroughly .. . We Will 
Probably Be Able To Get You Thousands of Dollars More. 


2 10 eee | ee Or. ae LO) = 


ILVERMAIN sa-es ENTERPRISES « Tel. Plaza 7-4692-4693 


580 FIFTH AVENUE, NEW YORK 36, NEW YORK 








Your wholesaler is cataloging a 


TAYLOR INSTRUMENTS... 
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bet may already have received your wholesaler’s new catalog 
reminding you that the Christmas season is almost here. Don’t 


put off ordering! Get a complete selection of Taylor Thermometers 


and Barometers and make your store headquarters for Taylor Christmas 


gifts. Taylor instruments give you a good profit. And they move 
fast because customers know and respect the name Taylor. Taylor 
Instrument Companies, Rochester, New York and Toronto, Ontario. 


Assured delivery and the best selection are yours 
if you order from your wholesaler today. 


Robert Norton Co. 
Glendale 1, California 


Albert F. Long Co. 
Denver, Colorado 


J. A. Silver Co. 
New Haven 11, Conn. 


A. C. Becken 
Chicago, Illinois 
Bennett Bros. 
Chicago 3, Illinois 
Joseph Hagn & Co. 
Chicago 6, Illinois 
John Plain & Co. 
Chicago 6, Illinois 
M. A. Lumbard Co. 
Des Moines, lowa 


L. Krower & Sons, Inc. 
New Orleans, Louisiana 


American Jewelry Co. 
Baltimore 1, Maryland 


I. Alberts’ Sons Inc. 
Boston 8, Mass. 
American Supply Co. 
Detroit 3, Michigan 


The Gorenflo Co. 
Detroit 7, Michigan 


S. H. Clausin & Co. 
Minneapolis 2, Minn. 


W oodstock-Hoefer Watch 
& Jewelry Co. 
Kansas City 6, Missouri 


Blackwell-Wielandy Co. 
St. Louis 3, Missouri 


Hallett Bros. Co., Inc. 
Lincoln, Nebraska 


I. Lehroff & Co. 
Newark, N. J. 


New Jersey Jeweler’s 
Supply House 
Newask 2, N. J. 


Davis Brothers, Inc. 
Albuquerque, New Mexico 


Petersen, Max & Co. 
Buffalo 3, New York 


A. Winkelstein, Inc. 
Elmira, New York 


Bennett Bros., Inc. 
New York 17, New York 


Morris Brett & Co., Inc. 
New York, New York 


A. Cohen & Sons Corp. 
New York 10, New York 


Edwin Jay, Inc. 
New York, New York 


L & C Mayers-Temple 
New York 1, New York 


L. Thaler Co. 
New York, New York 


Morris Rosenbloom & 
Co., Inc. 
Rochester 4, New York 


Lucas Wholesale Jewelers, 
Inc. 
Syracuse 2, New York 


Richter Phillips Co. 
Cincinnati, Ohio 

S. Silverman Co. 
Cincinnati 2, Ohio 


Heynes & Groves Inc. 
Toledo 4, Ohio 


MEAN ACCURACY F/RST 
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J. K. Gill Co. 
Portland 4, Oregon 


The Vinton Company 
Portland, Oregon 

Saul L. Solomon & Son 
Lancaster, Pa. 

Jos. B. Bechtel & Co., Inc. 
Philadelphia 6, Pa. 
Edward Tinkleman, Inc. 
Philadelphia 6, Pa. 
Wm. S. Waples, Co. 
Philadelphia 6, Pa. 
Grafner Brothers Inc. 
Pittsburgh 22, Pa. 
George Phillips Co. 
Scranton, Pa. 


Page - Walker Co. 
Providence, R. I. 


Higginbotham Jewelry Co. 
Dallas 2, Texas 


William Saltzman & Co. 
El Paso, Texas 


B. M. Hammond Co. 
San Antonio, Texas 


Phillips Wholesale Jewelers 
Richmond 19, Va. 


Charles Koppel 
Seattle, Washington 


Mayer Brothers 
Seattle, Washington 


General Merchandise Co. 
Milwaukee, Wisc. 


A. C. Kuesel 
Milwaukee, Wisc. 





Over 800 retailers tap pre-bridal market 
via “Sterling Is for Graduates” promotion 


4 phe aid 2 y 
Osea 


GLAD GRAD: Linda Moreland, $1000 first prize winner in the 1960 “Sterling 
Is for Graduates” contest, shops sterling serving pieces at Young’s Jewelry 
Store in Bastrop, La. The store’s owners assist with her selection. 


How does a sterling silver retailer 
attract prospective customers? 

More than 800 retailers answered 
that question for themselves by 
participating in the 1960 “Sterling 
Is for Graduates” promotion. 

And some 40,000 high schoo! 
graduates registered their favorite 
sterling flatware patterns with 
these retailers. 

The Sterling Silversmiths of 


MAGAZINE HEADS ASSIST: 
Harry J. Bromley, left, publisher of 
National Jeweler, and P. M. Fahren- 
dorf, president of Jewelers’ Circular- 
Keystone, start the drawing to pick 
2700 winners in sterling silver con- 
test. 
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America, sponsors of the contest, 
chose the winners in a national 
drawing in New York. 

The $1,000 first prize was won 
by Linda Moreland of Bastrop, La., 
who filled out her contest entry 
form at Young’s Jewelers. Mary 
Kay Reeder of Fort Worth, Tex., 
won second prize of $500, entering 
the contest at The Fair. The $250 
third prize went to Charlotte Nunn 
of Amarillo, Tex., through Wag- 
ner’s Jewelry. 

In addition, 2700 sterling silver 
prizes were awarded, including 12 
services for eight, 100 starter sets, 
six-piece place settings, individual 
teaspoons and spoon lapel pins. 

Many retailers also gave each 
girl who entered the contest a small 
gift of sterling. All prizes except 
the spoon pins were presented by 
local dealers. 

The $25,000 promotion was 
backed by 17 pages of advertising 
in Seventeen magazine and a na- 
tionwide publicity campaign. 


MJ&SA school begins 
fall term registration 


Registrations are now being 
received for the fall term of the 
Vocational Training School of the 
Manufacturing Jewelers and Silver- 


smiths of America Inc., in Provi- 
dence, R. I. 

The school’s eighth annual term 
begins with the opening of the 
Providence public schools. 

As in the past, apprenticeship 
courses in electroplating, toolmak- 
ing and jewelry and sample mak- 
ing will be offered. 

Day sessions, for which students 
are released by their employers 
without loss in wages, will again 
be held at Central High School one 
day a week during the school year. 


Timex executives predict 
electrics will lead boom 


The watch industry will double 
its sales by 1970, Robert Mohr, 
sales vice-president of U. S. Time 
Corp., predicts. 

And the electric wrist watch 
should accelerate this booming 
watch business, according’ to 
Joachim Lehmkuhl, the firm’s board 
chairman and president. 

Lehmkuhl said U. S. Time would 
introduce an electric watch in the 
popular price range next January. 

“Ours will be in the $30 to $40 
range with several variations in 
both dress and sport models. We 
have been working on it about two 
vears and have thoroughly tested 
it. It was developed in our German 
factories,” he said. 

Mokr bases his forecast of 40 
million annual watch sales on tele- 
vision habits, fashion trends, lower 
prices and “unprecedented” distri- 
bution concepts. 

Unit sales of watches were over 
20 million last year. Of these, 15 
million were priced at $20 or less. 

Mohr calls pricing “‘the most im- 
portant single factor which bul- 
warks all other sales influences.” 

“The steadily lowering price of a 
watch in the past decade is a result 
of the manufacturer’s ability to 
make more watches, the retailer’s 
ability to sell more watches, and 
the consumer’s ability to buy more 
watches,” he contends. 

“The key now is high unit sales 
where formerly the retailer point 
of view was a single unit ‘big 
ticket’ item. It proves again the 
basic axiom of American business 
—make and sell more at lower 
prices and thus increase profits.” 

U. S. Time has manufactured 
Timex watches since 1949. 
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ton gives your customers everything 
they want... guaranteed quality and 
striking fashion at a budget price. And 


EL DORADO—-550 Eton assures YOU time-and-money- 
Acti To) esol lemilllzlenmels or 


black lizard, inserts. Ad- saving service: prompt delivery from 


justable , 

$4.50 Keystohe 

Stainless steel: hHlac Kk ips-14e: 
inserts. Adjustable 


$2.80 Keystone antee, and a profitable mark-up. 


stock, a full year’s unconditional guar- 


“Rarely a repair—never a repair charge” 


PREFERENCE 
FOR 


ton 


WATCHBANDS 


Write for catalog and price list 
on Eton’s preferred line of: 


e WATCHBANDS —Gold filled and stainless steel 


e IDENTS —Gold filled, sterling silver, and 
stainless steel 


e NECK CHAINS—14K gold, gold filled, and ster- 
ling silver 


SPARKLE PLENTY—-5701 a. 
A See our exhibits at 


Sterling silve alelelt 


st ets ré 


shed: r ane ah ote Lande we 3 5 j 
! »movable littk: eat HY ; we Dallas Market Center Allied Gift & Jewelry Show 


Marriot Motor Hotel Hotel Adolphus, Room 937 
Room 127 Dallas, Texas 
Dallas, Texas September 4-8th 


$8.50 Keystone 





ETON JEWELRY MFG. CORP. 


125 West 45th St., New York 36, N.Y. 
Circle 5-7075 
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Lipshy predicts Zale’s “biggest fall sales” 
at jewelry chain’s semi-annual convention 
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to order from among the diamonds and jewelry the company has available. 


Ben A. Lipshy, president of Zale 
Jewelry Co., predicted the “biggest 
fall sales in company history,” at 
the firm’s semi-annual national con- 
vention July 20-25. 

Over 200 managers, trainees and 
company executives attended the 
meeting of the nation’s largest re- 
tail jewelry organization, held at 
the Barbizon-Plaza Hotel in New 
York. “The managers were ex- 
tremely enthused about our fall 
plans,” Lipshy said. 

“Blueprint for Progress” was 
the theme of the convention. Com- 
pany officials emphasized the need 
for managers to work together and 
follow through with the firm’s 
plans and programs. 

Lipshy pointed to the growing 
number of stores as evidence of 
Zale’s growth. During the fiscal 
year which ended March 31 Zale’s 
acquired or opened 36 new outlets. 
Since then, 25 additional units 
have been added. He attributed the 
company’s growth to what he 
termed the Zale “‘team”’ philosophy. 
He urged managers to continue 
this growth pattern and improve it. 


Fall Programs Outlined 


The meeting opened with a half- 
day session covering the company’s 
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fall advertising and promotional 
programs. The store managers de- 
voted a day and a half to selecting 
new merchandise and reviewirg 
promotional items. One day was 
taken to review employee benefits, 
public relations and management 
training. 

Speakers at the convention in- 


cluded Gladys Hannaford of N. W. 
Ayer & Son advertising agency, 
and Morton Kirschner, merchan- 
dising director for the Watch- 
makers of Switzerland. 

Mrs. Hannaford discussed new 
approaches to diamond public rela- 
tions, outlining steps store man- 
agers could take to develop local 
publicity on diamonds. 

The convention concluded with a 
Bon Voyage party at the Starlight 
Roof of the Waldorf-Astoria Hotel. 

Fifteen managers took home 
prizes from the party for scoring 
the best sales records during April, 
May and June. Bailey Alexander, 
manager of the Wichita, Kans., 
store, won the top award, a two- 
week trip to the Caribbean Islands 
for Alexander and his wife. Phil 
Wolf of Speidel Corp. arranged for 
entertainment and dancing at the 
party. 

Zale’s latest addition to its chain, 
one of the highest single volume 
units to be purchased by the com- 
pany, was announced Aug. 11. Lip- 
shy said the purchase of Hillman’s 
Jewelers in Canton, O., represents 
a major acquisition for the com- 
pany. 

The Texas-based firm now op- 
erates 173 stores in 29 states, has 
seven stores under construction and 
also operates leased jewelry de- 
partments in several department 
stores, including Montgomery 
Ward. The Canton store is Zale’s 
first in Ohio. 


+ 
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A PRIZE WINNER AT ZALE MEETING: Sidney Lipshy, vice-president of 
Zale Jewelry Co., congratulates Mrs. Mitchell Bisanar, whose husband, left, 
manager of Zale’s store in Bartlesville, Okla.. won a color television set as 
second prize in the company’s manager incentive program. At right is Zale 
president, Ben A. Lipshy. 


JEWELERS 


CIRCULAR-KEYSTONE, SEPTEMBER 1960 





CARRIAGE TRADE 
QUALITY 


or 83 years . . . the finest of materials and the most meticulous 
craftsmanship . . . these are the “secrets” that give Whiting & Davis 
bags and jewelry their unique reputation. 
For these reasons, too, the Whiting & Davis line represents a uniquely 
profitable and prestige-building opportunity for the carefully selected jewelers 


who most successfully handle its distribution. 


WHITING & Davis Company, Inc. ..... . Plainville, Massachusetts 


Hand in hand with fashion since 1876 
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Exhibitors showing lines at Atlanta show 
report sales equal or better than expected 


The Southern Jewelry Travelers 
Association, sponsors of the tenth 
annual Southern Jewelry Show in 
Atlanta, said sales representatives 
at the show reported business 
equalled or exceeded expectations. 

Over 800 lines were exhibited 
during the four day show, July 17- 
20, at the Henry Grady Hotel. Re- 
tailers’ attendance was high, the 
Association said. 

The show’s schedule included the 
crowning of a “Miss Southern 
Jewelry Queen,” a carnival night 
and a banquet attended by an over- 
flow crowd of more than 600. 

Ralph McGill, Pulitzer Price 
winning publisher of the Atlanta 
Constitution, gave the banquet ad- 
dress, describing the news cover- 
age of the Democratic convention. 

Barbara Dupree of Athens, Ga., 
was crowned the jewelry queen at 
the banquet. Miss Dupree was 
sponsored by Foster’s Jewelers of 
Athens. Other finalists were: Bar- 
bara Spivey, “Miss Florida Watch 
Charm,” entry of the Florida State 
Watchmakers Association, spon- 
sored by D. H. Carter, Jeweler, of 
Daytona Beach, Fla.; Lynn Collins, 
South Carolina Jewelers Associa- 
tion entry, sponsored by Reyner’s 
Jewelers, Columbia, 8S. C.; and 
Mary Ruth Dearmond, entry of the 
Tennessee Horological! Society, 


~ 
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sponsored by the Knoxville Guild. 

Also part of the banquet pro- 
gram was a drawing for prizes 
awarded to retailers. Mrs. Morris 
Young of Morray’s Jewelers in 
Hampton, S. C., won a $1000 mink 
stole and Mrs. M. Blumenfeld of 
parney’s Army Store in Dothan, 
Ala., won second prize of a tele- 
vision console. . 

Walter S. Schaeffer of Artcarved 
is the SJTA’s new president. Other 
officers are: Aaron §S. Ascher of 
Jacques Kreisler Mfg. Corp., execu- 
tive vice-president; Harold Vinson 
of Longines-Wittnauer Watch Co., 
vice-president; and Ben Mandel of 
Croton Watch Co., secretary and 
treasurer. 


Elgin awards new cars 
to 12 contest winners 


Twelve salesmen for Elgin Na- 
tional Watch Co. are driving new 
ears awarded for their perform- 
ance in the company’s five-month 
sales contest. 

The first and second place win- 
ners, John Gardner of Brandon, 
Fla., and Bill Reeves of San 
Marino, Cal., won new Cadillacs. 
The other ten top winners received 
1960 Ford Falcons. Four other 


SOMtheVH 
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QUEEN IN ATLANTA: Barbara Dupree, second from right, of Athens, Ga., 
was crowned Miss Southern Jewelry Queen at the Southern Jewelry Show in 
Atlanta, July 17-20. Other finalists, from left, are Mary Ruth Dearmond, 
Tennessee, Lynn Collins, South Carolina, and Barbara Spivey, Florida. 
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KEYS OF SUCCESS: John Gardner, 
right, of Brandon, Fla., receives the 
keys to a Cadillac convertible, award- 
ed to him for copping first prize in 
Elgin National Watch Co.’s sales con- 
test. William E. Koch, vice-president 
and marketing director of Elgin’s 
Watch division, makes the presenta- 
tion. 


runners-up were awarded Zenith 
stereo sets. 

William E. Koch, vice-president 
and marketing director of Elgin’s 
watch division, announced _ the 
awards in a series of regional sales 
meetings. 

Those salesmen receiving Fords 
were: Austin Douglas of Lake 
Forest, Ill.; Raymond W. Drexmit 
of Birmingham, Ala.; William 
Blumenthal of Chicago; Gilbert 
Farkas of Shaker Heights, O.; 
Lester Grimes of Menlo Park, Cal.; 
Richard S. Hollier of Kailua, Oahu, 
Hawaii; David D. Levy of Mount 
Vernon, N. Y.; Fred Pickett of 
Pittsburgh; Sidney Pinch of Se- 
attle, Wash.; and S. G. Pliner of 
Los Angeles. 

Winners of the stereo sets were: 
John W. Baker of Englewood, 
Colo.; Donald L. Church of Holly- 
wood, Cal.: Jerome L. Gassel of 
Jenkintown, Pa.; and Arthur W. 
Richter of Kirkwood, Mo. 


Kay Jewelry managers 
honored at luncheon 

Managers of 135 Kay Jewelry 
stores were guests at a campaign 
award luncheon given y the firm 
at the Savoy-Hilton Hotel in New 
York July ‘3. 

Each of the managers received 
a novel invitation. It was mounted 
in the center of a 10-inch silver- 
plated platter. The managers were 
cited for their contributions to the 
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Round-the-store Zippo Christmas display 


POT this cheery small-space Zippo dis- 

play at various places in your store. You'll 
pick up a fast $8.00 profit on a $12.00 
investment at each location. 

Incidentally, Santa’s beard is snow white 
Styrofoam, . This is not just another card- 
board display. It is sure to create a lot of 
extra impulse sales among early and last 
minute shoppers. 

Zippo Christmas gift sales will be 
spurred by full-page advertisements in LIFE, 
THE READER'S DIGEST, and magazine sec- 
tions of Sunday newspapers. 





ZIPPO HOLIDAY ASSORTMENT HA-1200 


with individual gift boxes 


2 No. 1610 High-Polish Slim-Lighters @ $4.75 
3 No. 200 Brush-Finish Lighters @ $3.50 
1 Holiday Assortment Display . 


Total Retail Value ....... 
Your Cost Per Assortment . 


og, ee 


$ 9.50 
10.50 
. FREE 


$20.00 
12.00 


. $8.00 








ZIPPO MANUFACTURING CO., BRADFORD, PA., AND CANADA LTD., NIAGARA FALLS, ONTARIO 
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“New Look” in sterling may be revealed 
when design contest winners are named 


Shorter knife blades and fork 
tines may highlight a “new look’”’ 
in sterling silver flatware this 
month. 

Five top winners in the Interna- 
tional Design Competition for 
Sterling Silver Flatware will be 
announced Sept. 23. 

Sponsors of the competition, the 
Museum of Contemporary Crafts 
and the International Silver Co., 
say the majority of the 22 settings 
in the final competition emphasize 
the knife and fork changes. 

The winners will be named at the 
opening of the “Sterling Silver for 
the Sixties” exhibit at the museum 
in New York. The exhibit will be 
circulated nationally by the Smith- 
sonian Institution Traveling Ex- 
hibition Service. 

The 22 settings in the final com- 
petition were chosen from 206 de- 
sign entries by a committee under 
the chairmanship of Meyric R. 
Rogers of Yale University’s depart- 
ment of art. Rogers is director of 
the competition. 

The five top winners were se- 
lected by a jury of award on the 
basis of “strict aesthetic and prac- 
tical standards.”” Each will receive 
a $1,000 prize. 

International Silver Co. will pro- 
duce at least one of the win- 
ning designs, paying the designer 
royalties. 

Purpose of the competition was 
to inspire leading designers to take 
an interest in silver flatware and to 
encourage new talent. It also 


sought “to demonstrate the inter- 
relation of beauty and function, 
and to achieve an expression of this 
era through the medium of essen- 
tial eating tools.” 

Rogers predicts that the com- 
petition will “vividly reinforce the 
role of the individual artist-crafts- 
man in an increasingly industrial- 
ized society.” 

The Museum of Contemporary 
Crafts will show the winning de- 
signs from Sept. 23 to Dec. 4. The 
exhibit will include a panoramic 
display of the history of eating 
tools, and a demonstration on the 
care and maintenance of fine silver. 

Finalists in the design contest 
included nine from the U. S8S.; two 
each from Sweden, Holland and 
Israel; and one each from Switzer- 
land, England, Austria, Germany, 
Japan, Mexico and Finland. 


Patents granted G.E. 
on artificial diamonds 


Patents covering “man-made” 
diamonds have been granted to the 
General Electric Co. by the U. 8S. 
Patent Office. 

Issuing of the patents on the 
process and apparatus for the 
manufacture of synthetic diamonds 
follows the lifting of a government 
secrecy order last fall. 

The secrecy order, imposed be- 
cause of the strategic importance 
of industrial diamonds, prevented 
G.E. from filing patent applications 





A 
RONSON SALES REPRESENTATIVES MEET: New lighter and appliance 
products for the second half of the year were introduced for Ronson Corp. 


sales representatives at the company’s annual sales conclave in Mackinac 


Island, Mich. 


174 


in many foreign countries. 

Development of the diamond- 
making process was first announced 
in 1955. Manufacture and sale of 
the diamonds began in 1957. 

U. S. factories, according to G.E., 
use more than two tons of indus- 
trial diamonds a year for cutting, 
grinding and polishing. 

DeBeers Consolidated Mines, 
Ltd., has also reported success in 
the production of artificial indus- 
trial diamonds. 


FTC gives go-ahead 
on ‘Chatham-created’ 


The Federal Trade Commission 
has given Ipekdjian, Inc., the go- 
ahead to use the term “Chatham- 
created emerald” — provided the 
phrase is not used ambiguously. 

Cultured Gem Stones, Inc., a di- 
vision of Ipekdjian, announced it 
would continue to promote Carroll 
Chatham’s product as Chatham- 
created emeralds. The firm will 
launch an increased advertising 
promotion and publicity program 
this fall. 

Ipekdjian was informed of the 
FTC’s action in a letter from P. B. 
Morehouse, assistant general coun- 
sel for compliance. 

Morehouse said the commission, 
on July 25, had accepted his opin- 
ion that Ipekdjian’s use of the 
term in question does not violate 
the consent decree which the Chat- 
ham sales and distributing organi- 
zations signed in April. 

The commission, however, added 
the reservation that the term must 
not be used ambiguously. More- 
house said the report submitted by 
Jpekdjian, in compliance with the 
consent order, was rejected by the 
commission “because of the manner 
in which the term ‘Chatham- 
created’ is used in certain places in 
the advertising.” 

Morehouse said the report would 
be considered in compliance when 
Ipekdjian submits advertising 
“which makes it clear that it is only 
the ‘emerald’ which has_ been 
created by Chatham.” 

Providing examples, Morehouse 
told Ipekdjian, “. . . you are ad- 
vised that ‘necklace composed of 
Chatham-created emeralds’ would 
not violate, but ‘Chatham-created 
emerald necklace’ would. Great care 
should be taken to see to it that the 
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O6IVT-1428 


(Certerat0¢0e 6 Tall 


A superior new series of watches for jewelers who 


will build their quality business on ETERNA*MATICS. 


Consider these important advantages to you: 

Eterna’s distribution is clean as a hound’s tooth. Eterna » 
Matics do not compete with you in discount houses, cut- 
rate stores, or PXs. They are sold by leading jewelers 
who benefit from greater profits as a result of our 
restricted distribution pattern. AND no other watch 
company can compete with the value packed into a 
trouble free Eterna + Matic. That’s why jewelers build 
their business on the most advanced of the selfwinding 
watches, available in a host of beautiful styles for men 
and women. 

Why not investigate now? Wire us, phone us, or drop 
us a line. Centenaire ‘‘61”’ Series. Available in Steel, 
Steel and Gold. From $125.00 to $150.00 F.T.I. 


Sold and serviced in 132 countries. 
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O6IVT-1438 


Winds itself reliably on a ball- 
bearing. 


Hidden crown gives the appear- 
ance ofa truly automatic watch. 


Narrow bezel — despite hidden 


crown — makes for extra slim 
elegance. 


Watch is thin, but stillhas sweep 
second hand. 


Fully protected from damagedue 
to water, condensation or per- 


spiration by splendidly made, 
screw-back case. 


Superbly accurate thanks to 


extra large barrel and balance 
wheel. 


Date is reset at end of month by 
merely pulling crown out into a 
second position. Patented mech- 
anism is simpler than any. 


Shock protected with exclusive 
Eterna ‘‘U’’ shock absorber. 


ETERNA::-MATIE 


Eterna Watch Company of America, Inc., 677 Fifth Avenue, New York 22. N. Y. 
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words ‘Chatham-created’ are ad- 
jectives to and modify the word 
‘emeralds’ and nothing else. 

‘“*Chatham-created emerald jew- 
elry’ would be considered to violate 
this order. ‘Chatham-created emer- 
ald ring’ the same. ‘Ring set with 
Chatham-created emeralds’ would 
not.” 

Morehouse directed Ipekdjian to 
submit a further report showing 
compliance within 60 days. 

The “Chatham-created”’ term was 
developed to replace the word “‘cul- 
tured,” which had been used in 
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advertising the Chatham product 
until last October. At that time 
the FTC issued a complaint charg- 
ing that the Chatham ads violated 
the FTC Act. This resulted in the 
consent decree, under which the 
new descriptive phrase was intro- 
duced. 


Mississippi RJA elects 


Rollings new president 


Robert H. Rollings of Rollings 
Jewelry Co., Hattiesburg, Miss., is 
the new president of the Missis- 


Who 


ewe bey 


NEEDS 


PEARL CARE 


Pearl Care makes even 20 year old jewelry 
look sparkling new — in seconds! New jew- 


elry keeps that “store window” appearance 
your customers will love. Yet, Pearl Care is 
a gentle cleaning agent that contains no am- 
monia or harmful solvents. Tested and ap- 
proved by U. S. Testing Laboratories. Easy 
on the hands, safe for all your finest jewelry 
and pearls. 


Start earning big steady profits—sell a bottle 
of Pearl Care with every jewelry sale. 


P be Fast Selle J 








3 sizes, at fast-selling retail prices shown: 


$1.50...40z., $2.50...8 oz., $3.50. ..12 oz. 


Unbreakable plastic bottles with brush. 
4 ounce size packed in self-selling Display Carton. 








See for yourself how people soon get the Pearl Care habit! 


Order Today From Your Newall Jobber 


THE NEWALL MFG. CO.  cnicasoz ut 


sippi Retail Jewelers Association. 
Other officers named at _ the 
group’s ninth annual convention in 
Biloxi in July were: Harry Sim- 
mons of Winona and Harvey Car- 
penter of Batesville, vice-presi- 
dents; and Bernard Skibell of 
Greenville, secretary-treasurer. 
Palmer Farnsworth of Greenville, 
retiring president, told the associa- 
tion, ““There is every reason for the 


GIFT OF A GAVEL: Palmer Farns- 
worth, left, of Greenville, Miss., turns 
over the symbol of office to Robert 
H. Rollings of Hattiesburg, Miss. 


aggressive jewelers to expect 1960 
to be a successful year.”’ 

Speakers at the convention were 
Lester Moon, Tallahassee, a direc- 
tor of the Retail Jewelers of Amer- 
ica, Robert E. Spratford, Kansas 
City, an advertising executive for 
a diamond company, and Jack G. 
Barker, regional merchandising di- 
rector for The Watchmakers of 
Switzerland. 

Spratford suggested that jewelers 
use ideas and ideals in their dia- 
mond sales talks rather than selling 
on the basis of the lowest price. 
“Additional education and addition- 
al knowledge of your. product 
will help you remove doubt from 
your customer’s mind,” he said. 

Barker told the meeting that 
sales of quality watches had greatly 
improved in 1959 over 1958. He said 
he expected the trend to continue 
upward this year. 


Over 75 plan exhibits 
at Cincinnati trade show 


Some 6500 retail jewelers in 
Ohio,, Indiana, Kentucky, Tennes- 
see, West Virginia and western 
Pennsylvania have been invited to 
attend the Ohio Retail Jewelers 
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Association convention and trade 
show in Cincinnati Sept. 4-6. 

About 75 exhibitors will display 
their fall lines at the Netherland 
Hilton Hotel. Attendance is ex- 
pected to equal or exceed last year, 
when more ‘than 2000 jewelers 
registered. 

Two guest speakers will address 
the convention Sept. 4, Carroll Seg- 
hers, retail jeweler of Coral Gables, 
Fla., at 3 p.m., and Ed Wimmer, 
vice-president of the National Fed- 
eration of Independent Business, 
at 8 p.m. 

On Sept. 5, five retail jewelers 
will present a clinic on five aspects 
of jewelry store operation: fiscal 


, wae. — ge 3 : 
AXEL BROS., INC., EXPANDS LINES: These sales representatives and ex- 
ecutives of Axel Bros., Inc., attended the firm’s recent sales convention. Axel 
Bros. has expanded its Columbia diamond ring, Lady America ring and Imperial 
wedding ring iines and has entered the custom and promotional diamond watch 
case field. Merchandising and promotional] plans for the Christmas season 


store planning, promotional adver- 
tising, sales training, gift depart- 
ment and special order. 

Taking part in the clinic are: 
Olin Pritchard of Wooster, chair- 
man; Ed Spitznagel of Cincinnati; 
William Kahn of Columbus; Ray- 
mond Hay of Coshocton; Lester 
Thomas of Findlay; and Randall 
Wooddell of Beckley, W. Va. 

Also included in the convention 
schedule are two exhibitors’ cock- 
tail parties and a showing of the 
film on National Jewelry Fashion 
Week. 

The lines to be exhibited at the 
show include: Bulova; Elgin; Lon- 
gines; Croton; Arpeggio; Sussex; 
Benrus; A. Schwarez; Delaware; 
Paul Portinoux; Delgard; Napier; 
Swank; Renoir; Matisse; 
Sauteur; Milada; Hobe; Fleisch- 
mann Imports; Hambury Imports; 
Mele; A. Cohen; Pakula; Bieler- 
Levine; Jacques Kreisler; Hadley; 
Speidel; Gerwe-Brown; New Her- 
mes; Davidson Rings; Nielsens 
Rosary Wedding Rings; Meeker 
Leather. 

Also: Bufkor; William Korn; 
Mautner; Mahan; Watchmaster; 
Swartchild; E & J Swigart; Cas- 
Ker; Vibrograf; Columbia Dia- 
mond Rings; Rudolph Deutsch; 
Keepsake; Imperial Pearl; Fra- 
tianne; Chatham; Hartsell; Mira- 
cle Cleaner; Import Distributors; 
Golden Shield; Shriro; Cuckoo 
Clock; Import Specialties; L. Har- 
ris; Yurman; Van Dell; B. David; 
A. Sauer; Schwab; Baldwin-Miller; 
Harry Greenwold, Wallenstein- 
Mayer; A. C. Becken; Byon Bros.; 
Flanagan-Kovac; Victor; General 
Display; Color Brite; Keystone 
Camera; Honda Pearls; Tilda; and 
Jewelers’ Consultants. 


Coro: 
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Michigan jewelers hear 
show plans at dinner 


Plans for the 53rd annual con- 
vention and jewelry show of the 
Michigan Jewelers Association were 
outlined to 40 jewelers and their 
guests at a dinner in Traverse City, 
Mich. 

The dinner June 29 was the last 





of three such regional dinners 
sponsored by the association. 

Charles Vandenberg of Grand 
Rapids, convention chairman, re- 
viewed the schedule for the Sept. 
24-26 event at the Hotel Pantlind 
in Grand Rapids. 

At a directors’ meeting the fol- 
lowing were appointed to the board 
for one-year terms: James A. 





FACTS 


FACTS THAT MAKE FELCO YOUR BEST BUY 


IN CULTURED PEARLS... 


® Stability — The Nation's Oldest Caltured Pearl Specialist 


Famous for Value. . 


. Consistency of Product . . . Integrity 


Rounded, all-embracing battery of Selling Helps for the Jeweler 


Mats, Counter Cards, Merchandise Displays 


New Hang-Tag- 


New Packaging 


All Pearls are Registered by Number 


More than a quarter-of-a-million DEB Pearl Necklaces 


now in circulation!!! “Repeat Business” Insurance! 


Comprehensive Memo Selections insure larger unit, sales 


Felco’s large stocks make it possible for us to 


ship orders same day received. 


Join up with Felco and you'll join us in SELLING PEARLS 


MO 


and reaping PROFITS! 


tured Parl 


NOW...To Serve You Better...We've Moved to Larger Quarters...Easily Accessibie 
53rd Street and Fifth Avenue—and You Are Cordially invited 
Jack J. Feisenteid, inc.- 665 FIFTH AVENUE, New York 22, N. Y.+ PLaze 3-5650 





“ENTRE NOUS’ 


gone ais 


ORIGINALS 
by PDawnitly 


BEAD-MATES in French Purses, 
Clutches and Matching Billfolds, 
Cigarette Cases, Eyeglass Cases, 
Key-rings and Lighters. . . 


GIFT INSPIRATIONS 
FOR ALL OCCASIONS 
ne | 


nee 
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Needlepainted ef F's | a ae i 
22-8155 ($10) hy as , lb 
eae %, ‘ 

} 


Suggested 
retail prices 
indicated. 
Other styles 
$4 to $20. 
Individually 
gift boxed. 


12-5120 ie 
($5) 


~~ r§6§6—E™—« Retractable 
dem Key Pull 


Fre aT Mal 


oe the ee welry Jeade 

316 Barrow cevenet Jersey City 2, N. J. 

N: Y. Showroom 10 W. 33rd 3t., Suite 1102 
s 


SEE YOUR JEWELRY WHOLESALER 
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REGIONAL DINNER IN MICHIGAN: From left, Richard O. Cook, executive 


vice-president, 


Michigan Retailers Association; Donald Green, president of 


MJA; Mrs. Green; Mrs. Cy Hirt; and Cy Hirt, Bulova Watch Co. Standing is 
Ray Krausmann, manager of MRA’s affiliated divisions. 


Groom of Flint, district one; Wil- 
lard Locke of Dearborn, district 
two; Patrick Hodges of Hastings, 
district three; and Jerry Pitcher 
of Grand Haven, district four. 

Four directors were chosen by 
mail ballot for three-year terms. 
They are: Charles Billmeier of 
Saginaw, district one; Ed Gehrin- 
ger of Detroit, district two; How- 
ard Morrison of Kalamazzso, dis- 
| trict three; and Orville Church of 
Alma, district four. 


New lines introduced 


at Hamilton sales meet 


Hamilton Watch Co.’s fifth and 
largest national sales conference 
was highlighted by the introduc- 
tion of 51 new watch models and 


CONFERENCE GUEST: Johnny 
Unitas, star quarter back of the Bal- 
timore Colts football team, is intro- 
duced at Hamilton Watch Co. sales 
conference by Henry S. Tholen, gen- 
eral sales manager. 


JEWELERS 


13 new items in the Wallace Silver- 
smiths, Inc., line. 

The meeting at Hamilton’s home 
plant in Lancaster, Pa., included 
the sales forces of Hamilton and 


DOUBLE PRIZE WINNER: G. Ed- 
ward Egan, Jr., left, captured two 
selling prizes from Hamilton Watch 
Co. this year. Egan, eastern district 
sales representative, won an automo- 
bile as first prize in Hamilton’s spring 
selling campaign. Russeil Hurst, an- 
other eastern district salesman, pre- 
sents a nest of sterling silver Revere 
bowls to Egan for winniug top honors 
in the firm’s spring diamond watch 
promotion. 


Wallace, and sales representatives 
and officers of Hamilton’s Swiss 
and Canadian subsidiaries and the 
U. S. and Canadian subsidiaries of 
Wallace. 

Wallace Silversmiths, [nc., and 
its subsidiaries were purchased by 
Hamilton in November, 1959. 

Henry S. Tholen, general sales 
manager, presided. 
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DIAMOND RING FIRM BRIEFS SALES FORCE: Officials and sabuatinns of 


A. H. Pond Co. of Syracuse, N. Y., gather for sales meeting. Highlighting the 
meeting was the company’s preview of the new campaign for its Keepsake 
diamond rings. 
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MANUFACTURERS ADDRESS BECKEN MEETING: The sales force of the 
A. C. Becken Co. of Chicago heard five manufacturing executives at its annual! 
sales meeting in Chicago. The guest speakers were: Olof V. Anderson of Anson, 
Inc.; Herbert M. Stein of Ronson Corp.; Stuart Hemmingway of International 
Silver Co.; William Shine of U. S. Time Corp.; and Thomas Lindley of Sunbeam 
Corp. 


bw 
(3 » 
‘ _ 
ey Y, 
‘ame : Fs ' — 
— ~ < - 


ULTRASONIC EXPANDS: Examining plans for the new Ultrasonic Industries 
Inc. building now under construction at Engineers Hill in Plainview, N. Y., are, 
from left: Ed Gray, Long Island Lighting Co.; Donald E. Axinn, builder; Ed 
Ocker, Oyster Bay, N. Y., councilman; Pau] M. Platzman, president of UI; 
Barbara A. Jewett, secretary-treasurer of UI; Herbert A. Frankel, vice-presi- 
deat of sales for UI; John Yule, Long Island Association and Bill Wansor, Long 
Island Lighting Co. The company, now located in Albertson, N. Y., expects to 
occupy its new plant this fall. The building will contain 18,000 square feet, 
part of the 200,000 square feet of new plants and warehouses being built at 
the Engineers Hill project. 
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Known to the trade as “STAR 
OF FREYUNG’” are the fabulous 
synthesized corundum ring 
stones, based on the great 
invention of Professor Verneuil, 
member of the French Academy 
of Sciences, who first discovered 
the secret of crystal growth. 


Nature’s secret in creating 
asterism in gem stones has only 
recently been unlocked. Read 
our booklet ‘““The Phenomenon 
of Asterism in Star Sapphires 
and Rubies” for a description 
of this Siutaniae-dad of the 
men who are responsible for 
the ‘‘break-through’”’. 


“GEMMA STARS” most 
faithfully recreate nature's 
finest specimens of star sapphires 
and rubies. Try the light test: 
Our “Stars” are translucent 
when placed on a light, an 
important characteristic of 
natural star gems. 
“GEMMA STARS”, synthesized 
corundum ring stones-hexagonal- 
crystal-structred, typical of 
nature—mace by Wiede- 
Freyung—distributed by leading 
stone dealers throughout the 
United States—imported by 
arrangement with Union Carbide 
Corporation. Ask your favorite 
ery to show you his line 
‘GEMMA STAR” rings and 


accessories. 
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SPECIAL OFFER: Fill out and mail cou- 
pon with 10 cents to cover the cost of 
postage and handling. Receive an attractive 
ift of fine Bavarian china, valued at $2.50. 
ri imited quantity, first come, first served. 


Firm Name 
Address 


Authorized Signature 
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The GEMMA Company 


47 West 47th St., New York 36, N. Y. 
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Leonore 

Doskow 

personal- 

ized sterling 

silver novel- 

ties offer every 

retailer 1001 op- 
portunities for 

more gift sales. The 

wide variety and top 
quality of these items 
have proven themselves 
with hundreds of jewel- 
ers, at store counters 
throughout the country. 


1061 
STERLING 
SILVER 
GIFT TL EMS © 


Now an\ phi to 
nently transi 


bé perma- 
1 sterling 
and 
worn on bracelet or key. chain. 
Cufflinks! necklaces, pins, 
tie clips etc., in sterling 
silve! are av Teles [ea- 
turing these beautiful 
portrait charms. 
For further info. 


mation write: 


LEONORE DOSKOW INC. 


SILVERSMITH 
MONTROSE, NEW YORK 





TAX TABLE REPRINTS 
FT| prices, amount of Federal tax, amount 
of base price, and 1%, 1.5%, 2%, 2.5%, 
3%, 3.5% and 4% state or local tax. Orig- 
inally published in Directory Issue, now 
available on one side of heavy, glossy 
stock. $1 per set of four sheets, from 
Reader Service Department, JC-K, Chest- 
nut & 56th Sts., Philadelphia, Pa. 








HAND-MADE 


| 
The GENUINE Ebertin Back 
Made and sold only by 
—Georges Ebertin— 
Clip backs, ear clips, 
combination clips 
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562/5th Ave., N. Y. 36, N. Y. © Circle 7-2610 





Jewelry industry may 
display at World’s Fair 


The jewelry industry may—or 
may not—stage an industry-wide 
display at the New York World’s 
Fair in 1964. 

That was the outcome of a meet- 
ing sponsored by the Jewelry In- 
dustry Council of 26 representa- 
tives from jewelry and jewelry- 
related organizations held in con- 
junction with the Retail Jewelers 
of America convention and trade 
show in New York last month. 

Everyone favored an industry- 
wide exhibition hall. Only a few, 
however, said they could speak for 
their organizations. 

Obstacles seemed to arise at every 
turn of the meeting: the jewelry 
industry is already a little late in 
organizing for an industry-wide 
showing; some firms will wish to 
plan their own exhibits; and the 
amount of money required for the 
exhibition may be far beyond the 
reach of many of the _ smaller 
groups. 

In 1939 the “House of Jewels” 
exhibit was sponsored by five lead- 
ing Fifth Ave. jewelers in coopera- 
tion with De Beers Consolidated 
Mines, Ltd. It cost about $200,000. 

Estimates for a 1964 exhibition 
featuring all jewelry and jewelry- 
related fields ranged from $800,000 
to several million dollars. 

Oscar Kind, Jr., JIC head, can- 
vassed the delegates and found that 
most would have to consult their 
boards of directors before pledging 
funds for a preliminary study. The 
delegates were, however, personally 
in favor of the industry’s working 
together. 

Most of the organizations’ boards 
will meet or be canvassed before 
October. 

Twenty-six of the 31 organiza- 
tions invited to send a delegate to 
the meeting responded. 

Retail Jewelers of America said 
it would underwrite the preliminary 
study of the project, on a loan 
basis, with the expectation that 
other organizations would con- 
tribute their shares of the cost 
when their boards meet. 

Kind said he would appoint a 
coordinating committee in the near 
future to handle the details of the 
preliminary study. 

Associations concerned with the 
World’s Fair display question in- 


clude: American Gem _ Society, 
American Stone Importers Associa- 
tion, Inc., American Watchmakers 
Institute, American Watch Manu- 
facturers Association, American 
Watch Association, Inc., Associated 
Jewelers, China, Glass & Pottery 
Association of America, Clock Im- 
porters and Assemblers Associa- 
tion, Inc., Clock & Watch Manufac- 
turers Association of America, Inc., 
Costume Jewelry Board of Trade 
of New York, Cultured Pearl As- 
sociation of America, Inc. 

Also, Diamond Council of Amer- 
ica, Diamond Manufacturers & 
Importers of America, Inc., Educa- 
tional Jewelry Manufacturers As- 
sociation, Fashion Coordination In- 
stitute, Fountain Pen & Mechanical 
Pencil Manufacturers’ Association, 
Inc., Gemological Institute of 
America, Gold Filled Manufactur- 
ers Association, Jewelers Board of 
Trade, Jewelers Vigilance Commit- 
tee, Jewelry Crafts Association, 
Inc., Jewelers Security Alliance, 
Machine Chain Manufacturers 
Association, Manufacturing Jewel- 
ers & Silversmiths of America, 
Inc., Metal Findings Manufacturers 
Association. 

Also, National Association of 
Costume Jewelers, National Whole- 
sale Jewelers Association, Plati- 
numsmiths Association of New 
York, Inc., Retail Jewelers of 
America, Inc., Ring Guild of Amer- 
ica, Sterling Silversmiths Guild of 
America, Watch Material Distribu- 
tors Association of America, and 
the Watchmakers of Switzerland. 








SWISS HOSPITALITY: Edwin J. 
Wallace, New Hampshire jeweler who 
won first prize in the Watchmakers 
of Switzerland’s “Vacation in Switz- 
erland” contest, visits Wyler Watch 
Corp’s factory in Bienne, Switzerland 
with his wife. Victor Wyler of the 
firm’s New York office is their host. 
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Jewelry industry warns 
against more tariff cuts 


Jewelry industry spokesmen have 
warned the U. S. Tariff Commis- 
sion that any further reduction of 
import duties on foreign made 
jewelry items would lead to further 
unemployment and depression of 
the industry, “particularly in seg- 
ments least able to withstand cut- 
price foreign competition.” 

Testifying before the commission 
and its committee for reciprocity 
information, George R. Frankovich 
of the Manufacturing Jewelers and 
Silversmiths of America urged the 
government to demand from other 


nations a reduction in their own 
tariffs. These tariffs, he said, “vir- 
tually ban the importation of 


American jewelry.” 

Frankovich joined other repre- 
sentatives of domestic industry in 
objecting to the government’s plans 
to offer tariff reductions at Geneva 
trade talks next year. The 
U. S. will join other member na- 
tions of the General Agreement on 
Trade and Tariffs (GATT) for a 
meeting at Geneva in September. 

Another spokesman for domestic 
jewelry industry, Arthur S. Hirsch 
of the Diamond Manufacturers and 
Importers Association, told the 
commission that more than half the 
skilled technicians engaged in dia- 
mond cutting in this country face 
unemployment because of low cost 
imports. 


early 








The 
quality line and 


best seller... 
Styled 

for the Jeweler 
Write for local 


representative 
to call 


B. David Company 


2525 Vine St., Cincinncti 19, Oble 
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Hirsch emphasized the impor- 
tance of the domestic diamond in- 
dustry in terms of national defense 
and security. He pointed out the 
value of uniquely skilled technicians 
in strategic industry. 

Another spokesman, represent- 
ing the Ronson Corp., joined in the 
objections to a general reduction of 


import barriers. He pointed out 
that nine years ago imports of 
cigarette lighters valued at not 


more than $5 per dozen were about 


648,000 units. “In 1959,” he said 
“these imports exceeded 3,819,000 
dozen, or 45,828,000 units.” 


He said that in 1951 there were 
55 lighter producers in _ this 
country. Today there are four. He 
stressed that “this American indus- 
try stands in jeopardy of disap- 
pearing.” The blame lies entirely 
in importation of low-cost prod- 
ucts, he said. 

tonson urged not only against 
lowering current duty rates but a 
return to the original 110 per cent 
ad valorem rates. 

The Geneva conferences are ex- 
pected to last some time, possibly 
nine months or more. Tariffs and 
trade concessions won't come up 
until January. Any agreements 
reached that would lower import 
duties probably won’t become effec- 
tive until late next year and per- 
haps not until early 1962. 


Jewelry Crafts group 
rewards trade graduate 


The Jewelry Crafts Association, 
Inc., awarded a $25 U. S. Savings 
Bond to Salvatore Diadema at the 
graduation exercises of the George 
Westinghouse Vocational High 
School in Brooklyn. 


Henry L. Sperling, executive 
secretary of the Association, is a 
member of the advisory commis- 


sion of the high school. 

The school offers courses of 
instruction in all branches of the 
jewelry trade. 





Gorham’s new Stegor stainless 
flatware pattern, “Colonial Tipt,” 
retails at $22.95 for a 16-piece 
basic service for four. In the July 
“They’re New” columns of JC-K, it 
was erroneously stated the 16-piece 
basic services were for eight per- 
sons. JC-K regrets this error. 
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AMBER GU 


: World‘s Source for Genuine Amber : 





A 


Gem of the ages 


$30 


KEYSTONE 

Non Competitive 

FULL MARK-UP 
FREE SALES 


STIMULATOR 


AMBER GUILD 
for Exhibition. 





= Filled and 14 K. 


Internationally Famous 
Cellection is Available 
Write for Details. 


FREE AD MATS 


LDLID.. 





MINES, INC., Subsidiary - 
80-19 3lst AVENUE 
Jackson Heights 70, N. Y. 
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BRIGHT 
NEW 
IDEA 


in cufflink back design 


“Slenda-Link” 


SHORT SHAY” CUFFLINK BACK 


y 
SHTEINSHLEIFER 


N. L. SHTEINSHLEIFER CO. 
40 Elizabeth St., New York 13, N.Y. 


See ).C-K October Issue! 
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BC2—Unusual 
14K y.g. 
cultured pearl 
music chorm. 
30.00 Keystone. 


H37—Afttractive 
14K y.g. 
ultured pearl 
heart pin. 
37.50 Keystone. 


Cultured Pearls 


The finest quality cultured 
pearls set in attractive 
14-Karat gold jewelry. 


801 WALNUT STREET 
PHILADELPHIA 7 


CREDIT JEWELERS 
o CHRISTMAS CATALOGS 


Made to your order. 75 pages 
of stock brands to choose from. 


e CREDIT FORMS 


Paid Up Promotions. 
Letters, Credit Cards, etc. 


Samples Sent Free 


S.J. SURNAMER CO., Inc. 
253 W. 26 Street New York 1_N. Y. 














you BE : THE JUDGE? $ 

Prove to yourself how our month 
service will create better selling ptr sae 
Only $8.70 monthly for complete window 
disploy kit and over 400 matching 
price tickets. Write for . . . 


mokes the 
ty soles... 


Especially in Wedding 
Rings. The new !4K gold 
rings by Certified are de- 
signed to sell on sight. 


i Pi. 
CERTIFIED merats co. | ,\'?Soisonrl 





No minimum order 


Sold direct to 
the retailers 


Write for catalog 


GENERAL CHARMS 


48 WEST 48TH ST.. N-Y.C. 36, N. Y. 





FAST 


=» John M. Roberts and Son Co., has 
opened its third jewelry store in the 
Pittsburgh, Pa., area, in the East 
Hills Shopping Center. A $1000 dia- 
mond ring was given away in an 
opening promotion by the firm, which 
is described as Pittsburgh’s oldest 
retail company and largest jewelery 
store. Lawrence P. Callo is manager 
of the new store. The firm was 
founded in 1832 and is operated to- 
day by the founder’s grandson, John 
M. Roberts, III, and his four sons. 
» Zale Jewelry Co., Inc., has leased 
space at 15 W. 47th St., New York, 
from Helmsley-Spear, Inc. 

» Jeweler Harry Winston of New 
York provided a $3 million diamond 
display for “Le Bal des Fleurs” July 
16 at the Meadow Club in South- 
ampton, L. I. Winston was one of 
the ball’s sponsors. 

» Yonkers, N. Y., is sending a silver 
and gold plaque to Princess Beatrix 
of the Netherlands as a memento of 
her visit to Yonkers last year. The 
sterling silver plaque with a 22 karat 
gold wash was designed and made by 
Tiffany & Co. in a new process de- 
veloped by the New York jewelers. 
» Nat Koslow, Inc., jewelry manu- 
facturer, has taken a long-term lease 
on the entire 11th floor of the office 
building at 724 Fifth Ave., New 
York, and will move from 42 W. 48th 
St. 

»s La Vie Jeweiry Corp. has leased 
space in the building at 389 Fifth 
Ave., New York. 

»s A 10-year lease on a store in the 
Empire State Building in New York 
has been taken by the Emperor Jew- 
elry Corp. 

=» Best Jewelers of Philipsburg, Pa., 
formerly at 12 N. Front St., spot- 
lighted its new location at 133 N. 
Front St. with a grand opening. The 
new quarters provide double the 
amount of space the store had in the 
old location. 

» Charles H. McCutcheon, Jr., of 
McCutcheon’s Jewelry in Jenkintown, 
Pa., has been awarded the Diamond 
Certificate of the Gemological Insti- 
tute of America. 

»s Emily Yerty Mognet of Vander- 
grift, Pa., has opened Emily’s Jew- 
elry Store on Salt Street in Salts- 
burg. 

s Terry Jewelers on Main Street in 
Islip, N. Y., has remodeled its store 
front. 

» David L. Glickstein of Glickstein 
Jewelers and Opticians, operator of 
four stores in the Buffalo area, has 
returned frém a seven-week trip to 
Europe and the Middle East. Glick- 


ak 


stein reports that he purchased a 
“considerable amount” of diamonds 
in Israel. 

=» Ken H. Kash, owner of Ken’s 
Jewelers in Buffalo, has moved from 
his 25-year location at 638 Main St. 
to 642 Main St. next door and form- 
ed a new corporation, Ken’s Jewelers, 
Inc. The firm has a branch at 11 W. 
Main St., Gowanda, N. Y. It has 
discontinued its operations at Mutual 
Loan and Mutual Wholesale in Buf- 
falo. 

s Jewels By Elegante has been open- 
ed at 433 Delaware Ave., Buffalo, by 
tae Sandler and Helen Kash The 
store is decorated with French pro- 
vincial antique white and gold fix- 
tures. 

» Peter Lindeman, manufacturer of 
18 and 14 karat gold jewelry, has 
opened new offices at 665 Fifth Ave., 
New York. The facilities include a 
manufacturing workshop and a buy- 
ers showroom. 

s Trifari, manufacturers of costume 
jewelry at 16 E. 40th St., New York, 
celebrated the opening of their new 
fall line with a champagne buffet 
supper party July 18. 

s Gibson Greeting Cards has _ re- 
decorated its suite at 550 Rockefeller 
Plaza, New ‘York. 


Geneva show will award 


prizes for best creations 


Exhibitors at the 1960 Watch 
and Jewelry Show opening this 
month in Geneva, Switzerland, will 
compete for design and styling 
prizes. 

The city of Geneva will award 
two prizes of 5,000 francs ($1,160) 
for outstanding creations of preci- 
ous jewelry and ladies’ jewelry 
watches without stones. Firms 
from the U. S., France, Germany, 
Italy and Switzerland have 
mitted entries. 

The show will open Sept. 10 and 
run until Oct. 2. On display will be 
“the largest exhibition of the 
world’s best watches and finest 
jewelry,” according to The Watch- 
makers of Switzerland. 

DeBeers Consolidated Mines, 
Ltd. will participate with a display 
of more than a million dollars 
worth of diamonds. Antwerp and 
Amsterdam diamond houses _ will 
demonstrate diamond cutting. 


sub- 
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s Nelson F. Cummings, owner of a 
jewelry business on Washington 
Green in New Milford, Conn., will 
move to a location in a new building 
now under construction on the west 
of Titus Square. Cummings 
heads the Nornel Corp., owner of 
the new building, which will also 
house three other stores. 

»s Springer’s Jewelers, 580 Congress 
St., Portland, Me., is redecorating its 
interior and exterior as part of its 
90th anniversary. Included is the 
addition of a silver, china and crystal 
department and a jewelry repair de- 
partment. 

»s J. Papandrea, jewelers, W. Main 
St., Meriden, Conn., has renovated 
its exterior in cooperation with three 
businesses in the same building. The 
stores added grey stucco fronts, 
brick borders, restyled window areas 
and awnings. 

es Warren W. Wood of Fremeau’s 
Jewelry Store in Burlington, Vt., has 
awarded the title of Certified 
American Gem 


side 


been 
Gemologist by the 
Society. 

s William 8B. Perry, operator of 
Perry Jewelers, 48 State St., New 
London, Conn., celebrated his 50th 
anniversary in the jewelry business 
July 17. Perry is a director of the 
Connecticut Retail Jewelers Associa- 
tion. 

m Michaels Jewelers, Bristel, Conn., 
entertained 200 employees and their 
families at its annual employees out- 
ing. At an informal dinner dance 
following the outing, 28 members of 
the Michaels 25-Year Service Club 
were honored. 

s David Grunberger and Cyril H. 
Mantell, owners of Grunberger’s Inc., 
Jewelers, Stamford, Conn., have pur- 
chased the building housing their 
store at 133 Atlantic St. They plan 
to renovate the two-story structure. 
»s Kay Jewelers in Springfield, Mass., 
established a local Safety Patrol in 
July, giving special T-shirts to the 
first 200 children who came to its 
store at 1419 Main St. with their 
parents and promised to obey safety 
regulations. 

s Jewelry from Case Jewelers, Oys- 
ter Harbors, Mass., was among the 
prizes awarded at a fashion preview, 
luncheon and bridge party staged 
Aug. 16 by the Five Rivers Branch 
of the Cape Cod Hospital Aid Asso- 
ciation. 

» Anna Mignanelli, controller at 
Coro, Inc., in Providence, R.I., has 
been elected president of the Provi- 
dence chapter of the National Asso- 
ciation of Accountants, the first wo- 
man to hold the chapter’s presidency. 
=» Ralph F. Gibbs, vice-president in 
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ENGLAND 


charge of production and a director 
of Improved Seamless Wire Co., 
Providence, retired in July after 40 
years with the company. 

» Edgar E. Baker, a past president 
of the Manufacturing Jewelers and 
Silversmiths of America, Inc., and 
retired president of W. R. Cobb Co., 
Providence, has been on an extended 
trip to Europe. 

» Ed Egan, of Belmont, Mass., New 
England sales representative for 
Hamilton Watch Co., has been pre- 
sented with a Valiant sedan as the 
firm’s top salesman. 

» Richard J. Powers of Medford, 
Mass., received a diamond ring in 
recognition of his 50 years of service 
with A. Stowell Co., Boston jewelers, 
from the firm’s president, J. Gould 
Cook. Powers joined the firm as a 
messenger, has headed the silver de- 
partment since 1940. 

»s A $5,000 silver and mahogany 
“heef wagon” displayed at the Brit- 
ish Exhibit in the New York Colis- 
seum is being shown by Shreve, 
Crump & Low Co. in Boston. It wa: 
purchased by buyer Don Thomas. 
se Paul Amoroso of Paul Amoroso & 
Associates, Lexington and Boston, 
has resigned as New England sales 
representative for Manchester Silver 
Co. 

» Charles G. Powden, Jr., has pur- 
chased the White River Jewelry store 
in White River, Vt., and will continue 
to trade under that name. Powden 
has been employed at Bogle Bros. 
Jewelers in White River for the past 
12 years. 

s Leon Debuc, formerly with Denno’s 
Jewelers in Pittsfield, Mass. has 
opened Leon’s Jewelers in Adams, 
Mass. 

»s Donald W. Leach, a former ex- 
ecutive vice-president and director 
of Wallace Silversmiths, Inc., and his 
wife have purchased Craig Village 
By-the-Sea, guest cottages at Craig- 
ville Beach, Centerville, Mass. 

» Edgar H. Winstead, who has been 
employed as a jeweler and watch- 
maker at Morton’s Jewelry store, 26 
Dunham St., Pittsfield, Mass., has 
purchased the business from Chester 
H. Morton. Morton will devote his 
full time to his Great Barrington, 
Mass., jewelry store. 

»s Sam Smalley, owner of Small’s 
Jewelers in Norway, Me., scored a 
hole-in-one July 21 on the fourth 
hole of the Martindale Country Club 
in Auburn, Me. 

»s Edward C. Hill, owner of E. 
Hill Jewelers in Wolfeboro, N. 
has purchased Coburn’s Jewelry 
Store in Hanover, N. H. Hill will 
continue to operate under the Coburn 
name. 





A ROSARY 


 GRENCI 


Means MORE... 





Rosary No. 168P. 


rling Silver with 6x8 mm Pear 

Imitation Pearls, Soldered 

etween beads, Fancy or Plain 

ix. Pearls have sufficient coats 

of essence to have safely withstood 

Rhodium Plating. 

Keystone, $7.00. With Contemporary 

Crucifix, Keystone $9.00. 


Write for further Information 


A. F. GRENCI 


Mfg. of **Ave Maria"’ Rosaries 
136 Standard Ave. Butler, Pa. 


At all leading Gift Shows. Write for information 











GARNET JEWELRY 


Antique & New 
Ask for free Catalog Memorandums Invited 
HERZOG & ADAMS 


54 West 47 Street, New York 
Telephone: JUdson 6-2753 











WE FOR INCREASED SALES AND BIGGER CASH PROFITS 


Deal Direct!—Save! Get very best diamond values! 
Rough stones cut in our own modern plant. Supplied 
direct to you in fine mountings, in best selling styles. 
No piled-up ‘‘mark-ups”’ to inflate your price, lower 
your profits Finest service, effective selling aids. 
Every item Fully Guaranteed. Memo selections to 
well rated firms. Write for big FREE Catalog plus 

; unusual offer, or phone PL 7-1236. 
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Jewelry Stocks Wanted | 


CASH WITHIN 24 HOURS for 
DIAMONDS CHINA COLO GOL.) 
WATCHES Gif TW ARE PLATINUM 
JEWELRY SUVER FIXTURES 
PEARLS Complete Stocks ANTIQUES 


CALL COLLECT FOR CONSULTATION 
Telephone: DEarborn 2-3407 


ape A\A Perel Oy 


Established 1880 


All inquiries Strictly Confidential 


MEMBER REFERENCE 
Jewelers Boerd Your Locol 
of Trade Bonk 


4 

“9 Division of M. Y. Finkelman Company 
Cité St. c 2 
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&. Medison hicage 2, tl. 
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HIGH SCHOOL 
Y 
KE WOLLeN 


* NO MINIMUM 
* NO DIE CHARGE 
* YOUR NET COST 60¢ 


* SCHOOL EMBLEMS IN 
JEWELERS ENAMEL 


USED BY THOUSANDS OF JEWELERS 


FOR 10 YEARS TO CONSISTENTLY 
BRING GRADS INTO THEIR STORES 


WRITE FOR EXCLUSIVE FRANCHISE 








KINNEY CO. 





T «) 
SIAMESE TWIST RINGS 
Niello. Siamese Silver twist rings. Ad- 
justable. $15.00 and $9.00 a dozen. 
Also available with white or colored 
enamel on silver at additional cost. 
Write for our complete catalog of 
Siamese Silver Jewelry 
SVEN S. DUNCAN 
IMPORTERS 
102 Woodley Place Falls Church, Virginia 
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MID -WES I 


=» Imperial Pearl Syndicate’s fall and 
winter collections and promotional 
campaign were reviewed for retailers 
who attended the opening of Im- 
perial’s enlarged and_ redecorated 
showrooms at 5 Wabash Ave. in 
Chicago July 17. The opening marked 
the 45th anniversary of the syndicate, 
which has recently opened new of- 
fices in Honolulu and Hong Kong. 

=» Jim Hetzel, president of Eisen- 
stadt Mfg. Co. of St. Louis, Jack 
Montgomery of Edwards & Co. of 
Kansas City, and Herman Grossman 
of L. S. Duboff & Co. of Minneapolis 
were guests of the Chicago Jewelers’ 
Club July 18, during the Retail 
Jewelers of America trade show in 
Chicago. 

a C. J. Silver Jewelers of St. Paul, 
Minn., which operates nine stores in 
Minnesota, Wisconsin and Iowa, are 
negotiating to buy the Santa Fe 
Watch Co., Inc., 821 Kansas Ave., 
Topeka, Kans. It would be operated 
as a separate corporation. 

s Hilmer J. Christopher has pur- 
chased a store building at 4732 W. 
Lisbon St., Milwaukee, and moved 
his jewelry business there from 1920 
E. North Ave., where he has operated 
since 1956. 

»s John F. Minder, president and 
treasurer of the Peoria Jewelry Co., 
Inc., wholesale watches and materials, 
321 Main St., Peoria, Ill., has re- 
tired. New officers of the firm are: 
Alice Brooks, president and treas- 
urer; Roscoe Herget, vice-president 
and corporation counsel; and Lolita 
Vansickle, secretary. 

s Forty golfers and ten dinner 
guests attended the annual Downtown 
Jewelers’ Golf Outing July 27 at 
Roselle Country Club in Roselle, IIl. 
Albert Panitch, president of Modern 
Watch and Jewelry Co. of Chicago, 
was in charge of the outing. 

» Tommy McMahon, former presi- 
dent of the Chicago Jewelers’ Asso- 
ciation, the Golden Roosters of Chi- 
cago and the Jewelers’ Club, Chicago, 
visited Chicago in late July. Mc- 
Mahon has lived in Los Angeles for 
12 years. 

» The Golden Roosters of Chicago 
are planning a fall stag Oct. 22 at 
the Bismarck Hotel. Some candi- 
dates may be initiated at that time. 

» Louis Jaffe and Fred Weber, own- 
ers of Rost Jewelers, Inc. in Dayton, 
Ohio, have purchased the Spencer 
Jewelry Co. at 39 S. Main St., Day- 
ton, from Louis S. Daneman, who is 
retiring. Jaffe and Weber have 
moved their business from Third and 


| Jefferson Streets to the Main Street 


location and will expand operations 
there, retaining the Spencer name. 
Sid Alter, manager of Rost’s, has 


been named vice-president and gen- 
eral manager of the merged firm. 

s Zale Jewelry Co. has appointed 
Gerald F. Ruble as manager of its 
Rockford, Ill., store at 122 W. State 
St., succeeding Frank A. Pope. Ruble 
has managed Zale’s St. Louis store 
for the last five years. 

m McDowell Jewelry Store in Kansas 
City, Kans., was redecorated in July. 
The work included lowering the ceil- 
ing and adding additional lighting. 

=» Vernon Whiles is now operating 
the jewelry and repair departments 
of Krueger Jewelry Store, 110 N. 
Rollins St., Macon, Mo. 

= Kiefer’s Jewelry and Opticians 
will be a tenant in the $3 million 
Grandview Shopping Plaza near St. 
Louis, Mo., now under construction. 
» A contest was conducted to select 
a name for a new jewelry store in 
Sedalia, Mo., under the management 
of Alta Reed. 

2 The Rotary Club of East St. Louis, 
Ill., heard Frank Everts, vice-presi- 
dent and manager of the diamond de- 
partment of Arthur A. _ Everts 
Jewelry Co. of Dallas, speak on the 
“Romance of Diamonds” July 6. 
Everts illustrated his talk with color 
slides. 

»s A partnership in the Jewel Box 
stores in Sioux Falls and Rapid City, 
S. D., has been formed by George R. 
and Richard E. Kenney. Richard 
Kenney founded the Sioux Falls store 
in 1958 and the Rapid City business 
in 1959, at that appointing George 
Kenney as manager in Sioux Falls. 

s William Berman has bought out 
H. Weiner and their partnership in 
the Chicago Quality Ring Co., 29 E. 
Madison St., Chicago, was dissolved 
Aug. 1. Weiner is opening new quar- 
ters in Room 1705 of the same build- 
ing to manufacture rings under the 
name of H. Weiner & Co. 

=» Bartlett & Co., jewelers and indus- 
trial tools, equipment and supplies, 
has opened at 5 N. Wabash Ave., 
Chicago. Sam Bartlett, president, 
will cover Illinois, Wisconsin, lowa 
and Indiana. The firm will also dis- 
tribute abrasives and rubber products 
for Weldon Roberts Products, New- 
ark, N. J., and will carry some used 
equipment. Milton W. Bartlett is 
secretary and treasurer. 

=» Lloyd’s Jewelry has moved to an 
enlarged store on the west side of the 
Square in Petersburg, Ill. A gift line 
has been added to the store’s stock. 

» Leo D. Smith, owner of Smith’s 
Watch Repair, 2306 Mishawaka Ave., 
South Bend, Ind., has purchased the 
River Park Jewelers at 2224 Misha- 
waka Ave. Smith is a graduate of 
the school of watchmaking, Bradley 
University. 
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» Reliable Stores Corp., jewelry and 
furniture chain, reported earnings of 
$8,708 for the quarter ending April 
10, on sales of $5,299,716. The recent 
purchase of the Baltimore-based 8S. & 
N. Katz, Inc., jewelry chain brings 
Reliable’s total of jewelry outlets to 
34. Reliable has discontinued Katz’s 
policy of maintaining an outside sales 
force. 

» Three Baltimore jewelers in the 
100 block of West Saratoga Street 
closed for vacation the week of July 
25th. They were Car! Schon, Inc., 
H. C. Garthe Co. and Louis Booke. 

» The Stieff Co.’s retail store at 516 
E. Belvedere Ave., Baltimore, was 
closed July 28-30 for alterations. 

s Edith Kram has assumed responsi- 
bility for the jewelry department at 
the Westview Branch of Hutzler 
Bros. in Baltimore. 

es W. K. Bohmer, creator of “lighter 
than air” designs in spun gold and 
silver, visited Stewart & Co.’s down- 
town store in Baltimore to show cus- 
tomers new ways to wear his jewelry. 
Bohmer’s jewelry is hand made in 
West Germany. 

s Perel & Lowenstein jewelry stores 
in Jackson, Tenn., Jonesboro, Ark., 
Mayfield, Ky., and four stores in 
Memphis closed early on July 13 to 
permit employees to attend the com- 
pany’s annual picnic at Ellendale 
Lodge. 

»s Emory D. Wiggins will manage the 
new Jewel Box store to be opened in 
September in the Parkway Plaza 
Shopping Center in Winston-Salem, 
N. C. The store will be the 61st in 
the Jewel Box chain. 

» Fink’s Jewelers in Harrisonburg, 
Va., is occupying new and remodeled 
quarters in a former shoe store ad- 
jacent to the National Bank. 

s Dreifus Jewelers has opened its 
new store at 216 W. Main St. in 
Tupelo, Miss. The new store, which 
includes 14 departments, is managed 
by Philip Evensky. Dreifus Jewelers 
was founded in Memphis by Fred B. 
and Jed Dreifus. Fred B. Dreifus 
is a director of the Retail Jewelers 
of America, Inc. 

s Forrest E. Waggy, jewelry store 
owner in Mt. Jackson, Va., has pur- 
chased the Lyle D. Harlow Jewelry 
store in Lexington, Va. 

»s James J. Murray has been named 
director of the personnel sales train- 
ing program for Crosby Jewelers in 
Miami, Fla. 

s Hausmann’s Jewelry Co. in New 
Orleans contributed $20,068 to its 
employees’ profit sharing retirement 
trust at the end of the firm’s fiscal 
year. 

» Rogers Jewelry, Norfolk - based 
jewelry chain, has purchased Sam 
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Levy and Son, Jewelers, in Suffolk, 
Va. 

»s A $15,000 modernization is under 
way for the L. Oppleman jewelry 
store in Lynchburg, Va. The re- 
modeling will include a new store 
front for the building, which the firm 
has occupied for the past 25 years. 
Oppleman’s has been in operation 
since 1890. 

s Bill Shankle, manager of Lumber- 
ton Jewelry Co., Lumberton, N. C., 
has been elected president of the lo- 
cal Retail Credit Association. 

» Kingoff’s Jewelers in Wilmington, 
N. C., has opened its new store at the 
10 N. Front St. location where its 
former building was destroyed by fire 
in February. The new building and 
stock is estimated at a value of $200,- 
000. 

» Expansion of the Jewel Room in 
Richmond, Va., will be completed by 
mid-September, according to Jack 
Brown, president of the firm. The 
Jewel Room, at 608 E. Grace St., is 
taking over and remodeling an ad- 
jacent store. 

» Henry S. Devos has moved his 
jewelry store in Cambridge, Md., to 
22 Race St. 

» Wilson Goodrich, manager of Joys 
Jewelers in Clarksville, Tenn., since 
1945, is now half owner of the firm. 
Goodrich is also part owner of Joys 
Jewelers in Hopkinsville, Ky., and 
Howards Jewelers in Bowling Green, 
Ky. 

» The name of Dale’s Jewelers in 
Shreveport, La., has been changed to 
Dale’s Jewelers and Home Furnish- 
ings, Inc. 

»s Alendit Jewelers and the Jewel 
Box in Leesburg, Fla., have merged 
assets. The location of the two stores 
was incorrectly listed as Leesburg, 
Va., in the June issue of J C-K. 

»s Herman Rubin and his wife, own- 
ers of Maynard-Page, Miami, Fla., 
jewelers, have left on their annual 
around-the-world buying trip. The 
tubins will return in November after 
purchasing pearls, precious jewels 
and objects of art in the Orient and 
Europe and diamonds in Israel. 

» Jewel Box store managers with 
25 years service were awarded dia- 
mond-studded service pins at the 
jewelry chain’s annual trade conven- 
tion in Winston-Salem, N. C. Ned 
W. Cohen, president of the firm, made 
the presentations. 

» A gold bracelet presented to 
Mamie Eisenhower at the Republican 
national convention by the National 
Federation of Republican Women 
was purchased from Galt Jewelers, 
Washington. 

» Ben Yost, manager of Stricker’s 
Jewelers, Chester, S. C., has resigned 
to accept a position in Statesville, 
N. C 
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» Zale Jewelry Co. has named John 
Fitz of Norman, Okla., assistant man- 
ager of its Norman store at 516 W. 
Main St. Also named to an assistant 
manager’s post, in Zale’s Ponca City, 
Okla., store, was William Schmidt of 
Ponca City, assistant manager of a 
jewelry store in Shawnee, Okla., for 
the past 10 years. 

s A paraplegic watch repair student 
at Oklahoma State Tech in Okmulgee, 
Okla., has become the first student 
there to qualify as an electric watch 
repairman. Russell Wright of Ring- 
wood, Okla., acquired the new skill by 
taking a correspondence course of- 
fered by the Hamilton Watch Co. 
Part of the course included cleaning, 
adjusting and setting an_ electric 
watch provided by Hamilton. The 
company returned the watch to 
Wright as a gift, along with his cer- 
tificate for satisfactory completion of 
the course. 

» James DeWhitt, formerly of Ton- 
kawa, Okla., has joined Rosenfield 
Jewelers in Oklahoma City in its 
trainee program. Rosenfield’s has 
opened a store in the New Penn 
Square Shopping Center in Okla- 
homa City. 

a Whisnant Jewelry in Sand Springs, 
Okla., has moved from 115 Garfield 
St. to 12 E. Second St. 

» Ode McManus and his wife have 
opened a jewelry store at 417 S. Main 
St., Hobart, Okla., McManus has com- 
pleted a watch repair course at South- 
western College in Weatherford, 
Okla. 

s William Stephenson, formerly em- 
ployed as watchmaker at McNaught’s 
Jewelry in Kingfisher, Okla., has 
moved to Enid, Okla. 

» Zale Jewelry Co. sponsored a booth 
at the Home and Trade Show in 
Ponea City, Okla., giving 15 prizes to 
visitors who registered at the booth 
and the downtown Zale store. 

» Josef Derryberry of Topeka, Kans., 
has purchased the interest of A. F. 
Hall in the Duffendack and Hall 
Jewelry store at 110 E. Frank Phil- 
lips Blvd. in Bartlesville, Okla. Derry- 
berry has traveled for several years 
for a wholesale jewelry house in St. 
Louis, Mo. Hall and J. C. Duffendack 
have operated the store at its pres- 
ent location since 1925. 

» The suburban store of Linz Jewel- 
ers at the Preston Center in Dallas 
has been redecorated. 

» Alta Vista Jewelers, 8016 N. 27th 
Ave., Phoenix, Ariz., is now under 
the management of James Daniels. 

=» Buckeye Jewelers, 317 Monroe St., 
Buckeye, Ariz., has been opened by 
William G. McGarity. 

» Alexander Kower has opened Ari- 
zona Manufacturing Jewelers at 14 


SOUTHWEST uf 


N. Central, Phoenix, Ariz. 

» Pierre and Velma Touraine have 
opened Jewels by Pierre at 3550 N. 
Central, Phoenix, Ariz. 

a Zale Jewelry Co. plans two new 
stores in the Phoenix, Ariz., area, 
and is remodeling its downtown 
Phoenix store. The new locations are 
in Park Central and at 126 W. Main 
St., Mesa. The downtown store at 
27 N. Central will be doubled in size 
by taking over an adjacent store. 
Work on all three projects is ex- 
pected to be completed in September. 
» Russell Butler and A. M. Butler, 
Jr., have opened Butler’s Jewelry in 
Bald Knob, Ark. 

a Western Smelting-Refining Corp. 
is constructing a gold, silver and 
platinum refinery in Albuquerque, 
N. M., to be completed by January, 
1961. 

e Ben Rosen of Rosenzweig’s Jewel- 
ers in Phoenix, Ariz., president of the 
Arizona Retail Jewelers Association, 
has been elected president of the 
Phoenix 20-30 Club. 

e Swanner’s Jewelry in Cushing, 
Okla., has moved from Broadway and 
Cleveland Sts. to 108 N. Harrison St. 
»s Harold Simmons of Simmons’ 
Jewelry Co. in Beaumont, Tex., de- 
scribed the history and romance of 
diamonds at a July meeting of the 
Caduceus Club. 

» Gordon Jewelry Co. has opened a 
new store in Orange, Tex., in the 
MacArthur Drive Shopping Center. 
» Drake’s Jewelers has opened at 104 
W. Main St. in Ardmore, Okla. Don 
Drake and his wife purchased . the 
store from W. C. Peden Jewelry. 

a J.J. Sweeny Jewelry Co., 700 Main 
St., Houston, displayed unusual ex- 
amples of fine china during a July 
promotion. 

»s A change in meeting dates for 
the Sabine Area Watchmakers Guild 
of the Texas Watchmakers Associa- 
tion was decided at the July meeting 
of the Guild’s board of directors. The 
board will now meet the first Tues- 
day and the full membership the 
third Thursday of each month. At 
the Guild’s July meeting, Stanley 
Carlin, president, appointed James 
Reeh to determine open dates for the 
University of Texas’ course on pub- 
lic relations. 

» Fred Joiner, owner of Joiner’s 
Jewelery at 2904 Epperly Drive in 
Del City, Okla., has been elected 
second vice-president of the Del City 
Chamber of Commerce. 

a Shedrick’s Jewelry in Perry, Okla., 
has opened in its new location, the 
newly-remodeled Mugler building on 
the north side of the square. The 
remodeling included a new interior 
and glass and aluminum front. 
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WEST COAST 


» Nearly 300 persons attended the 
annual picnic of the Jewelers 24 
Karat Club of Southern California 
at Brookside Park in Pasadena. First 
prize in the drawing, a portable TV, 
was won by a nephew of club mem- 
ber Marty Spellman. Other prizes 
were won by Malcom Tipp, Dick 
Mondler and by members of the 
families of club members. 

» The Contra Costa Watchmakers & 
Jewelers Guild met July 9 at Mar- 
chette’s Club in Antioch, Cal., and 
elected the following new officers: 
John Dundee, U. S. Navy electronics 
instructor at Treasure Island, presi- 
dent; Raymond Deno of Ray the 
Jeweler in Walnut Creek, vice-presi- 
dent; Elmer Fisher of Mayer’s in 
Antioch, secretary; and George 
Stuseavge of Antioch Jewelers, treas- 
urer. Gilbert West, horological in- 
structor at the John A. O’Connell 
Technical Institute in San Francisco, 
was scheduled to address the Guild 
at its Aug. 2 meeting at the Round- 
Up Cafe in Concord, Cal. 

»s Norbert H. Moffatt of Moffatt’s 
Jewelers in Van Nuys, Cal., now serv- 
ing his second term as a Los Angeles 
city planning commissioner, has been 
elected president of the California 
State Planning Advisory Committee. 
» Scheduled for completion in Sep- 
tember is a new Dell Williams 
Jewelry store, under construction this 
summer at 1320 Pacific Ave., Santa 
Cruz, Cal. The two-story building 
will have a marble tile facade and 
mahogany trim inside. 

» Jack Spencer, who opened Spen- 
cer’s Tick Tock Shop in Santa Maria, 
Cal., three years ago, has moved into 
new and larger quarters next door, 
at 113 West Church St. The store is 
now known as Spencer’s Jewelry. 

=» Max V. and Harry V. Wronski, 
who have operated M. & H. Watch 
Co. for the past 25 years at 704 Mar- 
ket St., San Francisco, have moved 
to Room 204 of the Jewelers Bldg., 
657 Mission St. 

» Ken Williams is now covering 
northern California for the Ball Co. 
of California, 2121 S. Flower St., Los 
Angeles. 

s Clifford Farrar has purchased the 
Howard Smith jewelry store in Red- 
lands, Cal. and opened at his new lo- 
cation, 7 N. Fifth St. Farrar had 
been with the Smith store for the 
past nine years. 

=» Richard Rose has succeeded Joseph 
Sanders as manager of Friedlander 
& Sons Northgate store in Seattle, 
Wash. Sanders is now managing the 
Stevens & Son Jewelry Store at the 
new Lloyd Shopping Center in Port- 
land. 

» James Rupp, formerly with Selig- 
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man Jewelry, is now with Modern 
Specialties of Seattle, Wash. Rich- 
ard Reisinger is Seligman’s new 
salesman in western Washington. 

» Emerson Runyan, owner of Run- 
yan’s Jewelers in Camas, Wash., 
marked the opening of a new location 
at 327 N.E. Fourth St. with gifts and 
refreshments for visitors. 

=» Three new jewelry stores have lo- 
cated in the Lloyd Shopping Center in 
Portland, described as the nation’s 
largest shopping center. They are 
Margos Jewelry, Stevens & Son and 
Weisfield’s. 

s George Wagner, for 20 years lo- 
cated at 3921 Northeast Union Ave. 
in Portland as Wagner’s Jewelry, has 
expanded, taking over the former 
Lee’s Jewelry Store at 7112 N.E. 
Sandy Blvd. 

» David Harton, in the jewelry busi- 
ness in Corcoran and Blythe, Cal., 
for the past 20 years, has purchased 
the Carl Durham Jewelry Store at 
509 Main St. in Safford, Ariz., and 
will operate it as Harton’s Jewelry. 
»s Paul Johnson has purchased 
Jarty’s Jewelry Store in Kamiah, 
Idaho. Johnson was associated with 
Servatius Jewelry in Orofino, Idaho. 
» Lawson’s Jewelers opened its 20th 
store at the Whittwood Shopping 
Center in Whittier, Cal. Lawson’s 
is the largest credit jewelry chain 
in Southern California. 

» Zale Jewelry Co. has leased space 
in a new building at Broadway and 
Olive Streets in Eugene, Ore. 

a Andy’s Jewelers, owned by Alton 
Anderson, has moved from Central 
Avenue to Main Street in Medford, 
Ore. 

» Woody Smith’s Jewelry store in 
Nevada City, Cal., displayed $30,000 
worth of gold specimens in its win- 
dow over the July 4th weekend. The 
nuggets were from mines in the area. 
» Peter R. Proctor, owner of Proctor 
Jewelers in San Jose, and Fresno, 
Cal., will open his third store in 
September at the Town & Country 
Village Shopping Center, San Jose. 
Herbert J. Reusch will manage the 
new store. 

» Wolf’s Jewelry has moved from 
117% E. 7th St. to 819 Pine Ave. in 
Long Beach, Cal. 

» Marvin Lewis Jewelry in Brawley, 
Cal., has remodeled, replacing the 
store front with ceramic tile. 

» Roland West and his wife have 
opened Rose Credit Jewelers’ in 
Henderson, Nev., and turned over 
their former business, Roseburg 
Jewelers in Roseburg, Ore., to their 
son, Les West. 

» Thomas Jewelers in Salinas, Cal., 
has moved from 172 Main Street to 
347 Main Street. 
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By Manny Silverman 


We still have a few 
openings for Fall Sales 


Do not delay contacting us... 
lt may be very costly to both of us 


We are now mecking up our itineraries for our ap- 
proachments to sign the balance of our Fall sales. 
|, or one of my partners will be in your crea dur- 
ing the months of September or October. It costs 
you absolutely nothing to contact us and have us 
come to your store for our analysis. We will only 
proceed further, if at that time, we both feel we 
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IF YOU WANT TO SELL YOUR 
STORE—IF YOU DESIRE TO GO 
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—NOW IS THE TIME TO CON- 
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We will either meet or beat the top 
offer for your store, or—We will con- 
duct a sale at our expense against a 
or—We will 


your store outright, or—We will con- 


guarantee, purchase 


duct a sale for you at a nominal fee, 
or—We will sell your store as a going 


business. 


Do Not Hesitate—Do Not Delay— 
Wire—Write—Call Collect—Now! 


SILVERMAN SALES ENTERPRISES 


580 Fifth Avenue, N. Y. 36, N. Y. 
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Executive Appointments 





Edward L. Love, former executive 
vice-president of the Chase Man- 
hattan Bank, has been elected 
chairman of the board of the Gruen 
Industries, Inc. Love replaces 
John H. Ballard, who assumes the 
duties of president and chief ex- 
ecutive officer. The former presi- 
dent, Edward H. Weitzen, is now 
executive vice-president. The 
board said Love will devote his 
efforts primarily to the financial 
aspects of the company, and Bal- 
lard and Weitzen will continue to 
exercise the same management 
functions as in the past. The ap- 
pointment was announced after 
the firm’s annual _ stockholders’ 
meeting in New York, at which 
Rudolph Epstein was elected a di- 
rector. Eystein, who was vice- 
president and controller, now as- 
sumes the duties of secretary and 
treasurer. 


Kathman Love 
Irving A. Kathman has _ been 
named vice-president-sales of 
Gruen Watch Co. by the board of 
directors. Kathman, a former ex- 
ecutive vice-president of Ever- 
sharp, joined Gruen as sales man- 
ager this year. 


Pearl C. Helbein is the new pres- 
ident of Helbros Watch Co., Inc. 
Mrs. Helbein, formerly vice-presi- 
dent, was elected to head the firm 
in July after the death of William 
Helbein, who had been Helbros 
president for 48 years. 


Gerald M. Schaflander has been 
appointed eastern regional sales 
manager for Ronson Corp. Schaf- 
lander will be in charge of sales 
administration for Ronson light- 
ers, accessories and electric ap- 
pliances in the eastern seaboard 
states. He has held marketing 
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and sales posit:ons in the automo- 
tive, packaged and ciga- 
rette industries. 


goods 


Schaflander Sheinberg 


Frank B. Sheinberg has succeeded 
Abraham Carnow as treasurer of 
Bulova Watch Co., Inc. Carnow 
retired after 32 vears as a Bulova 
executive, but will continue to 
serve in a consulting capacity. 


Bruce M. Jeffris, president of 
Parker Pen Co. since 1952, has 
moved to the position of board 
chairman. Daniel Parker has be- 
come the firm’s fourth president 
in 72 years, and has been 
ceeded as executive vice-presi- 
dent by George Parker. The 
changes follow the retirement of 
the former chairman, Kenneth 
Parker, announced last month. 
Jeffris joined the firm in 1919, has 
been active in state and national 
business associations. Daniel and 
George Parker are grandsons of 
the company’s founder. 


Ssuc- 


C. Robert Yeager has been named 
president of L. G. Balfour Co., 
Attleboro, Mass., succeeding 
Lloyd G. Balfour, founder of the 
company in 1913. Balfour is now 
chairman of the board. Yeager 
joined Balfour in 1933, has been 
executive vice-president 
1955. 


since 


Harold Jackson and Edward Bisz- 
tyga have been chosen to fill two 
new management positions cre- 
ated at the Industrial & Military 
Products Division of Bulova 
Watch Co., Inc. Jackson, the di- 
vision’s chief engineer, is now 
manager of production and engi- 
neering. Bisztyga is manager of 
planning and control. He was 
formerly chief inspector. 
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| Obituaries 





Alexander H. Aronson, 68, retired 
president of Ronson Art Metal 
Works, Inc., died Aug. 8 in West 
Deal, N. J. He was with the New- 
ark concern for 40 years, resign- 
ing as president in 1953. He con- 
tinued as a director, served briefly 
as chairman of the board. He was 
a son of Louis V. Aronson, Ronson 
founder, and father of the com- 
pany’s current president, Louis V. 
Aronson, II. 

Luigi Borrelli, president of L. 
sorrelli Corp., a cultural pearl 
importing firm in New York, died 
July 27 in New York. Borrelli was 
a founder and vice president of 
the Pear! Association of America. 
E. S. Daniells, 88, founder of the 
London branch of Ingersoll Watch 
Co., died July 16. He formed the 
British subsidiary in 1905, retir- 
ing from the board in 1957 but 
continuing as a consultant until 
his death. 

L. J. Rad, 73, owner of a jewelry 
store at 6011 Bergenline Ave., 
West New York, N. J., died July 7 
Rad was a pioneer in the devel- 
opment of West New York’s shop- 
ping center and the organization 
of its Board of Trade. 

Hunter J. Byerly, 54, founder of 
syerly and Steele Jewelers’ in 
Winston-Salem, N. C., died July 8. 
Alfred Schupp, 28, Los Angeles 
jeweler, died July 28. 

Charles E. Mather, 55, a Man- 
chester, Conn., jeweler for 20 
years, died July 31. 

Warren E. Witmyer, 49, Lock 
Haven, Pa., jeweler, died July 19 
of a heart attack while playing 
golf. 

Harry 
for the Kay 


years and 


H. Maver, 77, a salesman 
Jewelry Co. for 18 
later for the Zale 
Jewelry Co., died in June. 

Milton Long, 64, of Wooster, O., 
who had been in the jewelry busi- 
died July 18. 
Louis C. Minke, 75, a jeweler and 
engraver in Toledo, O., died in 
July. 

David S. Goldstein, 62, midwest 
sales representative for Schrager 
and Monet Jewelers, costume 
jewelry houses, died in July from 
injuries received in an automobile 
accident. 


ness 50 years, 


years, 


Vernon Simon, 47, a jewelry store 
owner in Albuquerque, N. M., died 
in June. 
Edward Pachter, 53, who had op- 
erated a jewelry business. in 
3rookline, Mass., died in July. 
Leroy Miles Campbell, 80, a Ca- 
n°vdaigua, N. Y.. jeweler for 44 
} - ana one of the organizers of 
the ‘ew York Retail Jewelers As- 
sociation, died in July. 
Benjamin L. Henry, 67, a jewelry 
salesman in Austin, Tex., died in 
July. 
Walter C. Emerson, Dallas jewelry 
designe*, died in June. 
O. K. Johnson, 55, president of 
Date Watchband Co., Omaha, Neb., 
died July 
Albert Friedman, 61, head of Stern 
Manuacturing Co., Newark, N. J., 
and former operator of the Fried- 
man Ring Co. in Chicago, died in 
June. 
Myron Marks, 65, operator of Max 
Wholesale Jewelers in Des Moines, 
Iowa, died in July. 
Louis Rose, 71, a manufacturers’ 
representative from the Heyworth 
Building in Chicago for over 30 
died July 31. 
A. Reaven, 60, 


Samuel owner of 


Reavens Jewelry in East Chicago, 
died July 30. 

Walter T. “Bull” Connor, 82, 2 
former representative for Inger- 
sol-Waterbury Co. in Chicago, 
died July 25. 

Gustave A. Gran, president of 
Gran & Co., Inc., manufacturing 
jewelers in Indianapolis, Ind., died 
in July. 

Gottfried J. Guenther, owner of 
Guenther’s Jewelry in Vista, Calif., 
died in June. 
William G. Stedman, 
Stedman’s in Fullerton, 
died in June. 

Louis W. Vincent, Beverton, Ore., 
jeweler, died in June. 

William R. Johnson, owner of two 
Portland, Ore., stores and a past 
president of the Oregon State 
Jewelers, died in June. 

Park Vincent Bovyer, long time 
northern California representa- 
tive for Elgin National Watch Co., 
died in June. 

Max Kimmel, a Jersey City, N. J., 
jeweler, died July 

Jacob J. Schmukler, 76, former 
head of a wholesale jewelry busi- 
ness in New York bearing his 
name, died July 26. 


owner of 


Calif., 
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Planning A STORE- WIDE SALE? 


WE CAM SUPPLY YOU WITH A COMPLETE SALES PROMOTION PACKAGE CONTAINING MATS—ADVERTISING 
COPY—SALE CARDS—BANNERS—PENNANTS—STRING TAGS AND A BOOKLET WITH RADIO CONTINUITY 
AND INSTRUCTIONS HOW TO SUCCESSFULLY RUN YOUR OWN SALE FOR $50.00 


J. BIELER PROMOTIONS 


$50.00 

IS YOUR 
COST—FOR 
OUR “DO-IT 
YOURSELF" 
COMPLETE 
PROMOTION 

KIT 


WHOLESALE DISTRIBUTORS 
29 E. Madison St. (Heyworth Bidg.) Chicage 2, Ill. 











COMING EVENTS 


SEPTEMBER 


3—TOLA Tumbleweeds fall meet- 
ing, Marriot Motor Hotel, Dallas, Tex. 

4—-Texas Jewelers Association an- 
nual convention, Hotel Adolphus, Dal- 
ias, Tex. 

3-9—Dallas Market Center Gift 
and Jewelry Show, Dallas Trade 
Mart, Market Hall and Marriot Mo- 
tor Hotel. 

4-8—Allied Gift and Jewelry Show, 
Hotel Adolphus, Dallas, Tex. 

4-6—Ohio and W. Va. RJA re- 
gional convention and jewelry show, 
Netherland-Hilton Hotel, Cincinnati. 

4-7 — Miami China, Glass, Gift, 
Jewelry, Stationery, Toys and House- 
wares Show, Miami Bayfront Audi- 
torium. 

9-Oct. 2— 
elry Show, 
Switzerland. 

10-12—-North Dakota Jewelers and 
Watchmakers Association annual con- 
vention, Lewis & Clark Hotel, Man- 
dan, N. D. 

ae eninae Boston Gift: Show, 


Geneva Watch and Jew- 
Rath Museum, Geneva, 


vg \ ag \ 


BG 
4 You can 3¢¢ all. 


in the Vu-All 











catalog today! 




















Hotel 


Statler and First Corps Armory. 

17-18 —Indiana Jewelers Associa- 
tion and Watchmakers Association of 
Indiana joint annual convention and 
jewelry trade show, Severin Hotel, 
Indianapolis. 

17-18 — Horological Association of 
Iowa and Iowa Retail Jewelers Asso- 
ciation annual conventions, Hotel 
Roosevelt, Cedar Rapids, Ia. 

17-18—Retail Jewelers Association 
of Missouri, Inc., and Missouri State 
Horological Association annual con- 
ventions, Governor Hotel, Jefferson 
City Mo. 

18—Connecticut Retail Jewelers As- 
sociation annual convention, Waverly 
Inn, Cheshire, Conn. 

18-20 — Mountain States Jewelers 
Association annual convention and 
trade show, Cosmopolitan Hotel, Den- 
ver, Colo. 

18- 21— Denver Gift and Jewelry 
Show (fall), Hotel Albany. 

19—Michigan Horological Associa- 
tion annual convention, Pantlind Ho- 
tel, Grand Rapids. 

24-26—Michigan Jewelers Associa- 





: u-All by Cameo 


has this EXCLUSIVE feature 
that BOOSTS billfold sales 


_* Pot. No. 2,763,311 


Vu-All has sensational patented pass case that instantly 
spreads 16 cards and photos in full view — a plus feature 
that makes Cameo billfolds easy to sell. Expertly 

in finest leathers, the Vu-All is priced to retail from $3.95 
to $12.50. Shown in saddle cowhide at $5 00. me for 


> THE SPRINGFIELD LEATHER PRODUCTS CO., Springfield, Ohio 
| fine leather goods since 1904 
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tion annual convention, Pantlind Ho- 
tel, Grand Rapids. 
25-27 — Phoenix Gift and Jewelry 
Show, Hotel Westward Ho. 
25-28—Philadelphia Gift Show, Ho- 
tel Benjamin Franklin. 


oY ¢ TO 8 6 R 


7-9— Fashions in Jewelry, under 
the auspices of the Greater Detroit 
Jewelers Association, the Light Guard 
Armory, Detroit, Mich. 

9— Massachusetts-Rhode Island Re- 
tail Jewelers Association annual con- 
vention, Somerset Hotel, Boston. 

Retail Jewelers Asso- 
ciation annual meeting, Kentucky 
Hotel, Louisville, Ky. 

16—Kansas State Retail Jewelers 
Association Business and Sales Clinic, 
Broadview Hotel, Emporia, Kans. 

20—Manufacturing Jewelers and Sil- 

versmiths of America, Inc., annual 
dinner meeting, Garden Room, Shera- 
ton-Biltmore Hotel, Providence, R. I. 

28-Nov. 4—18th semi-annual United 
Jewelry Show, Sheraton-Biltmore Ho- 
tel, Providence, R. I 





Bulova announces plans 


for two new watch lines 


Bulova Watch Co. will hit do- 
mestic and foreign markets soon 
with two new watch lines. 

Gen. Omar N. Bradley, Bulova 
board chairman, described the ex- 
panded sales program as the most 
comprehensive in the company’s 
history. 

Bulova International, Ltd., a 
wholly-owned subsidiary, will in- 
troduce a “separate and distinct 
line” of more than 100 wrist watch 
models, General Bradley told stock- 
holders at the company’s 62nd an- 
nual meeting. This line manufac- 
tured and styled in Switzerland, 
will be sold in Europe, the Far 
East and Latin America. 

The second new line announced 
by teneral Bradley will soon be 
test-marketed under the trademark 
“Caravelle.” This low-priced, jew- 
eled-lever series of 30 styles will 
be aimed at the $15-$25 market. It 
will utilize both Swiss and Japa- 
nese sources. m 

The board chairman also told 
stockholders of the company’s plans 
for its new electronic watch, to be 
introduced in the fall. 

General Bradley predicted that 
the company’s earnings over the 
next several years will show “‘sub- 
stantial improvement” as a result 
of the added product lines. Ameri- 
can Time Products, Inc., Bulova 
subsidiary, will produce controls 
for radiant heating. 
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News of Personnel 





U. Sykes Mozneck has been ap- 
pointed director of advertising and 
product promotion by Landers, Frary 
& Clark in New Britain, Conn. He 
will organize a central agency for all 
packaging, product displays, cata- 
logues and design recommendations 
for Universal, Handy-Hannah and 
Dazey household appliances. He joins 
the firm from Casco Products Co. of 
Bridgeport. 





Robert R. Viosca 


U. Sykes Mozneck 


Robert R. Viosca is new market 
planning manager of Westinghouse 
Portable Appliance Division in Mans- 
field, O. 


Joseph J. Sullivan has been named 
to the newly-created position of di- 
rector of sales for the Remington 
Rand Portable Typewriter Division 
of Sperry Rand Corporation in New 
York. He was formerly with the 
hearing aid division of Zenith. 


Three new appointments of Iro- 
quois China Co. sales representatives 
are: 

Robert Altman, who has been cov- 
ering New York and eastern Penn- 
sylvania, has been transferred to 
New England as Northeastern dis- 
trict sales manager. He replaces 
Robert Wool. 

Ira Kind replaces Charles Chinn as 
West Coast district sales manager. 

Maurice C. Daum is working with 
Ollie Schlueter as sales representa- 
tive in Illinois, Wisconsin, Indiana 
and Michigan. 


Imperial Pearl Syndicate has made 
these changes in its sales representa- 
tives’ territories: 


Lee Cass, new to the firm, will 
cover Texas, Oklahoma and Louisi- 
ana. Dallas will be his headquarters. 


Dan Pless, formerly in this territory, 


moves to the firm’s Chicago head- 
quarters for an administrative po- 
sition. 


Stanley Barnett, formerly Midwest 
representative, will direct the 
Angeles office, covering Southern Cal- 
ifornia and Arizona. 

Werner Salomon, who previously 
had the entire West Coast, will now 
cover Northern California, Washing- 


Los 
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ton and Oregon. His headquarters 
will be San Francisco. 

Irving Miller is new Midwest rep- 
resentative, exclusive of Chicago, his 
headquarters. 


Lindley Box and Paper Division of 
Federal Paper Board Company, Inc., 
has made these four new assign- 
ments in its selling organization: 

Gene Roush takes over sales in 
Iowa and Nebraska. 

E. D. Green is new 
homa representative. 

Paul Ketcham will cover New Jer- 
sey. 

Rudy Wise, who has had the Ohio 
and Michigan territories, takes over 
sales in the Greater Cleveland Lake 
area. 


Kansas-Okla- 


Granat Manufacturing Co. has ap- 
pointed Victor Alfieri as one of its 
Eastern Seaboard representaiives. He 
joins the firm from fF. F. Felger, Inc. 





James S. Plaut Victor Alfieri 


James S. Plaut, who planned the 
American Pavilion and exhibits at 
the Brussels World’s Fair in 1958, has 
been appointed design consultant for 
Reed & Barton. He will continue also 
as vice-president of the board of 
trustees for Old Sturbridge Village, 
Mass., where he is in charge of a 
10-year development program. He 
also holds posts as North American 
delegate of the association of Euro- 
pean advertising companies, Plan In- 
ternational, and is chairman and a 
trustee of the Boston Institute of 
Contemporary Art, new building com- 
mittee. 


Eugene K. Nelson is new chief en- 
gineer for Chicago Printed String 
Co. He joins the firm from Erdco 
Engineering Co., Addison, Ill. 


The Watchmakers of Switzerland 
has realigned its national territories 
with the appointments of these re- 
gional merchandising directors: 

Alvin I. Rudnick takes over the 
eight-state New England area— 
Maine, Vermont, New Hampshire, 
Massachusetts, Rhode Island, Con- 
necticut, New York and Pennsylvania. 





Alvin |. Rudnick 


Samuel S. Yeager 


Samuel S. Yeager’s territory will 
be Washington, D. C., Maryland, 
Nelaware, Virginia, West Virginia, 
Kentucky, Tennessee, North Carolina 
and South Carolina. 

John L. Lowland will cover the Mid- 
west Minnesota, Iowa, Missouri, 
Kansas, Oklahoma, Colorado, North 
Dakota, South Dakota, Nebraska, 
Idaho, Wyoming and Montana. 





Stanley L. Wachman, former as- 
sistant advertising director for The 
Jewish News of Newark, N. J., has 
joined Tappin Jewelers, Inc., New 
York, as advertising and sales pro- 
motion director. 


Martin Stekert has taken over as 
New York area sales representative 
for Pilling Chain Co., Ine. He re- 
places Winston Seale. 





Gerald E. Nistal 


John L. Lowland 


Gerald E. Nistal is director of 
marketing for American Time Prod- 
ucts, Inc., of Woodside, N. Y.—a 
newly created post. Mr. Nistal is « 
member of the business faculty at 
Hofstra College in Hempstead, N. Y., 
and has served previously as Ameri- 
can Time Products’ marketing coun- 
sel. 


Hamilton Watch Co. has appointed 
these sales representatives: 

Richard M. Cavanaugh has been as- 
signed to the Houston, Tex., territory. 

James W. Houghton, Jr., goes to 
Oklahoma City. 

William K. Lane is assigned to the 
Memphis-New Orleans territory. 

William McCallum has been named 
sales representative for Wallace Sil- 
versmiths, Hamilton subsidiary. 
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Watchmakers of Switzerland 
launch fall ‘selling campaign’ 


Watchmakers of Switzerland have 
begun a “hefty advertising program 
keyed to jewelers’ needs in the cur- 
vent watch market.” 

The campaign includes a_ pre- 
hristmas “watch shopping guide” to 
be run in Sunday newspaper supple- 
ments in key market areas (over 
400,000 population). Jewelers may tie 
in with the guide locally. 

Network television and local sched- 
ules on radio will also tie in with the 
campaign. The radio stations will 
again conduct contest promotions 
which furnished tie-in opportunities 
to 8000 jewelers across the country 
last spring. 

Emphasis in the campaign will be 
toward helping the customer recog- 
nize quality Swiss movements. In ad- 
dition to pointing out differences be- 
tween jeweled lever and pin lever 
movements, the campaign will also 
stress the “Swiss” imprint on the 
face of 17-jewel movement watches. 

Dave Garroway will demonstrate 
Swiss quality watches twice a week 
beginning this month, and increasing 
to three and then four times weekly 
during October and November. He 
will use the display shown here. 

Comparison of jeweled and pin 
lever watches will also be made easier 
when the display is mailed to jewelers 
across the country this month. 

It features the “inside-difference”’ 
through use of a jeweled lever watch 
and a pin lever watch with their 
backs removed. Attached to the com- 
parison display is a _ felt-covered 
jeweler’s pad. It may be used to point 
out quality differences with prospec- 
tive customers. 

“Three Steps to Watch Quality” at 
the bottom of the pad refer to pre- 
cision testing, 17 jewels, and the word 
“Swiss” on the dial. 
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Included with the display is a com- 
panion window piece featuring Dave 
Garroway. 

Jewelers who have not received the 
displays by the end of September 
should write The Watchmakers of 
Switzerland, c/o Suite 1105, 730 Fifth 
Ave., New York. 


Air Force ‘Thunderbirds’ are 
featured in free Rolex film 


American Rolex Watch Corp. has 
produced Supersonic Thunderbirds, a 
free-for-jeweler-use film featuring the 
famous USAF precision flying team. 

The film is said to be a “natural” 
for jeweler use in showing to home- 
town groups because of the similarity 
between precision flying and precision 
watchmaking. 

The Thunderbirds put on a demon- 
stration of precise formation flying, 


‘': 
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including a pre-planned sequence of 
loops, rolls, whifferdills, corkscrew 
changeovers and cloverleaf turns. 

But the Thunderbirds are not a 
group of stunt pilots or daredevils. 
They are the USAF’s most popular 
public relations men who demonstrate 
the possibilities of today’s jets in 
aerial shows ail over the world. 

All members of the team, inci- 
dentally, wear the Rolex “Thunder- 
bird” watch. 

Showings of the film may be ar- 
ranged by contacting American Rolex 
Watch Corp., 580 Fifth Ave., New 
York. 


Kalbe's watchband display unit 
makes inventory control easy 


Kalbe’s new watchband display unit 
serves a double purpose: it provides 
display space for both men’s and 
women’s watchbands and has con- 
venient storage space which makes 
stock inventory easy. 

The display holds 10 men’s and 10 
women’s watchbands under glass. Six- 
teen compartments in the rear of the 


case serve as visual inventory control 
units. 

Display is free with a minimum 
order. Contact Kalbe Co., 43 W. 24th 
St., New York. 


Sterling silver picture frames 
from Raimond have new display 


Raimond has designed a new dis- 
play unit for its sterling silver pic- 
ture frames. 

The octagonal stand-up display 
holds six frames, and is given free 
with the purchase of a dozen frames. 

The company is also specially pric- 
ing them for the introduction of the 
display at $55 Keystone. 

Contact Raimond Incorporated, 149 
Exchange St., Malden 48, Mass. 


Schick spends $2.5 million 
to unveil long-secret shaver 


“The mightiest electric shaver ever 
produced’”’—one kept secret through 
three years of development—will be 
shown to the public this fall via a 
$2.5 million Schick, Inc., advertising 
budget. 

Schick says its new shaver, the 
“10.66,” is the first electric razor to 
have a shatter-proof nylon plastic 
case. 

The three-speed appliance takes its 
name from the 1066 whisker-cutting 
slots in its contoured shaving head. 

It has the largest head of any elec- 
tric shaver now made, Schick says. 
The cutting slots are multi-shaped 
and staggered with 11 intercepter 
bands. 

Its two custom comb bars are ad- 
justable so they may be set for every 
type of beard and skin. It also has 
exterided comb edges which trim mus- 
tache and sideburns. 

The “10.66” motor is the most pow- 
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erful ever to be built into an electric 
razor, the manufacturer adds. 

For its fall unveiling, the advertis- 
ing will be used for page and double- 
page spreads in national magazines 








Schick is also plan- 
television 


and newspapers. 
ning its “most ambitious 
schedule.” 

The company has already signed for 
sponsorship of Witness, David Suss- 
kind’s new one-hour series. It has its 
premiere on CBS-TV at 7:30 p.m. 
Sept. 29. 

Schick is also sponsoring Face the 
Nation at its new time of 10:30 Mon- 
day nights over CBS-TV. 


High fashion watches, plastic 
display are newest from Timex 


United States Time Corporation has 
introduced a new line of highly dec- 
orated women’s watches which will 
retail at $16.95 each. 

All are shock resistant and have 
stainless steel backs. Each has an 
adjustable mesh bracelet. 

The six watches in the assortment 
are: two with round yellow bezel, 
two in rhodium plate with fluted sun- 





burst bezel, one with oval yellow 
- — —— 
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matted bezel, and one with yellow 
fiuted sunburst bezel. 

The assortment has a new display 
unit which is 13% inches high and 
10% inches deep. The highly polished 
plastic display doubles as a window 
or counter display or as a display 
rack when the back is removed. 
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1881 Rogers brings out three 
new displays for fall sales 

The 1881 Rogers Division of Oneida 
Silversmiths has announced three new 
displays for fall sales. 

The first, for its budget-priced sil- 
verplate, offers a 50-piece service for 


eight at $39.95. Every piece of flat- 
ware the customer will receive is 
shown in the stand-up display box. 
They are protected from damage by 
molded-on clear plastic coatings. 

In their children’s lines, 1881 
togers has two displays. The one 
shown here is a pink and blue hobby 
horse announcing a “Kiddie Fair.” 
The other is called a children’s silver- 
ware “Gift Selector.” It is designed 
for immediate visual inventory check 


while allowing self service selling. 
Patterns used on the display are 
“Flirtation” and “Lilac Times.” 

The firm has also added a three- 
piece party set to its “Flirtation” 
line. The set consists of a divided 
Imperial glass dish, a pickle fork and 
small serving spoon. It is packaged 
in blue and gold and retails at $3.95. 

The display items are offered with 
minimum orders. Contact your repre- 
sentative for 1881 Rogers Division or 
Oneida Silversmiths, Oneida, N. Y. 


Ad agency predicts free world 
production rise of 50 per cent 


Free world countries will have a 
rise in production of over 50 per cent 
during the next ten years, according 
to a new international study pre- 
pared by McCann-Erickson, Inc., ad- 
vertising agency. 

It also predicts a 20 per cent gain 
in population. 

The ten-year forecast is entitled, 
“The Decade of Incentive.” It was 
prepared by economists of Marplan, 
McCann-Erickson’s marketing _ re- 
search affiliate. 

Among the information the study 
presents is the forecast that the 
United States will reach 220 million 
persons—45 million more than in 
1958. The U. S. economy will exceed 
$700 billion, a 60 per cent increase 
over 1958. 

The 30-page 


report includes a 
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Glass show cases adapt problem products into striking dispicys 


Limitless possibilities of display de- 
sign: that is the purpose of Columbus 
Show Case Co.’s new adaptable units 
for jewelry stores. 

The space-saving stand-up cases 
have shelves which can be moved to 
any position so the best use can be 
made of available display space. 

They have four full-length, full 
depth, two-piece glass shelves. By re- 
moving portions of shelves and re- 
arranging them, the display can be 














made to suit the product and the 
occasion, says the manufacturer. 

Fuli-length sliding glass doors are 
used to make it easier to remove and 
replace merchandise. They have very 
slender bronze frames, which the 
maker says enables the cases to serve 
as see-through dividers, while letting 
customers see goods from all sides. 

For complete information, write 
The Columbus Show Case Co., 850 W. 
Fifth Ave., Columbus 12, O. 
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separate section with 33 charts. All 
information is printed in five lan- 
guages — English, German, Spanish 
French and Portugese. 

Copies of the report may be ob- 
tained by writing Corporate Informa- 
tion Office, McCann-Erickson, Inc., 
485 Lexington Ave., New York. 


Bulova steps up its display 
program for retail sales 


Bulova watches will appear in new 
display boxes soon as a result of “an 
intensified program of package styl- 
ing” for all of its consumer products. 

The new packages will be of con- 
temporary design. Bulova says the 
packages “will place the greatest pos- 
sible emphasis on the quality of the 
company’s products and will also 
have maximum customer appeal when 
displayed in jewelry stores.” 

The new display program is under 
the direction of George Borkin, Bu- 
lova’s display and exhibits manager. 

One of the newest of the Bulova de- 
signs is its “Christmas Present” box 
shaped like—and may be used like— 
a Christmas tree ornament. They are 
designed, however, also to serve as 
eye-catching window displays. These 
ornament-boxes, patented by Borkin, 
are available in a choice of two red, 
white and silver color combination. 


Elgin's watch oil has new 
protective squeeze bottle 


A new “Droptrol” squeeze bottle for 
Elgin M56b watch oil prevents the 
oil’s contamination from exposure to 
air, dirt and light. These contami- 
nants cut oil efficiency, says Elgin. 
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The M56b is an extremely fine, non- 
corrosive oil that is safe for lubricat- 
ing most sensitive friction points, says 
Elgin. It is non-spreading, will not 
gum or become rancid, and has a tem- 
perature performance range from 
—10°F to 120°F. 

The tiny blue bottle has a self-seal- 
ing stainless steel ball in the squeeze 
nozzle to avoid exposure. 

The squeeze bottle is hot-film sealed 
opaque plastic. In a “twin-pak,” it is 
$2.25 from authorized Elgin mate- 
rials wholesalers. 


Sunbeam compares new shaver's 
job only to best blade shaves 


Sunbeam Corporation, in introduc- 
ing its new “Shavemaster” this sum- 
mer, says its performance can only 
be compared to “a real blade shave.”’ 

It has several new features: Three 
self-sharpening steel blades, in effect, 
reach every whisker at skin level and 
cut them off in triplicate, says Sun- 
beam. Iz requires no period of 
“training for use,” either, says the 
manufacturer. 

It has a thumb latch to open the 
shaving head for cleaning and a 
safety guard sideburn trimmer. 

The Model 555 is $32.50 retail. 

When the new shaver was intro- 
duced at a press showing in Chicago 


he 
-< 

Be ul , aa” ca’ 
Sunbeat Fe dk hud 


cones eee tga paaseus ess serenees 


recently, Sunbeam officials reported 
some $110 million spent annually for 
electric shavers. That figure places 
them at the top of electric house- 
wares, based on dollar-volume figures. 
Electric clocks and irons have more 
unit sales. 

The officials also estimated that 35 
million electric shavers are presently 
in use—from the more than 60 mil- 
lion sold in the past 10 years. 


Lumin catalogue tells meanings 
of medals depicting 50 saints 


A listing of 50 medals on which 
the likeness of saints appear—and de- 
scriptions of the medals’ meanings— 
are one feature of Lumin’s new cata- 
logue of religious jewelry. 

The new book contains over 500 
separate items for the Jewish, Pro- 
testant and Catholic faiths. 

Contact Lumin Jewelry Co., 236 W. 
55th St., New York. 


Six toast-tests go into every 
Golden Shield "Sunglow' Toaster 


Golden Shield by Hamilton Beach 
“Sunglow” toasters get a _ practical 
check-out before they are okayed on 
the assembly line. 

They are tested six times at dif- 
ferent settings for their ability to 
give a perfect tint to toast, muffins 
and even waffles. And they are guar- 
anteed that they will do just that— 
give the exact shade of golden brown 
desired. 

Each toaster is given a two-slice, 
three-shade test in each toasting slot. 
The toasted bread is then checked by 
color experts to be sure each slot set- 
ting is accurate. 

The guarantee is in effect for five 
years after purchase date. 


Oneida publishes free color 
brochure on "Damask Rose’ 


“Damask Rose,” the pattern Oneida 
Silversmiths call “the most popular 
rose design of all time,” is the sub- 
ject of a new color brochure offered 
for jeweler distribution. 

Franchised dealers for the Heir- 
loom Sterling Division pattern may 
order supplies of the circulars from 
their Heirloom representatives or by 
writing Oneida Silversmiths, Oneida, 
N. Y. 


Benrus’ fall line will 
have 84 new watch styles 


Benrus has expanded some lines 
and added four new series for its fall 
assortment of watches. 

It has augmented its “Today” se- 
ries with four new styles, bringing 
the line to 12 models. A new ladies’ 
petite all stainless steel waterproof 
will retail at $25. It has also added 
a round dress model to its men’s 
styles. Ail “Today” watches are 17- 
jewel movements manufactured in 
Benrus’s Swiss factory and backed by 
the firm’s three-year guarantee. 

Twenty-nine watches have been 
added to the “Golden Sixties” series. 
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Prices range from $39.75 te $59.50. 
The series includes men’s and ladies’ 
self-winding, waterproof, dress, dia- 
mond, ensemble and sports styles. The 
“new era” theme of the series is car- 
ried through to the display and pack- 
ages used for the watches. 

In the “39 Jewel” series, Benrus 
has added eight styles for men. Prices 
in this group range from $75 to $195. 
They have self-winding, waterproof 
and shock-resistant features. Many 
will be automatic calendar watches. 
New displays have also been added. 

“Diamond Lord Elegance” series 
will have seven new men’s styles 
(priced from $92.50 to $225) and the 
ladies’ “Endearment” series has five 
diamond studded styles ($175 to 
$275). 

The company broadened its $19.95 
retail Belforte “Voyager” series to 
include a ladies’ waterproof in addi- 
tion to the men’s waterproof and dress 
models for men and women. 


"World's Newest Jewel’ tells 
about Chatham stones 


A ten-page booklet designed either 
as statement stuffers, direct mail 
pieces or for distribution on store 
counters has been printed by Cul- 
tured Gem Stones, Inc., the distribu- 
tors of Chatham created emeralds. 

The booklet is called “The World’s 
Newest Jewel.” 

It contains the brief story of the 
Chatham stones. Three full-color 
pages show their uses in rings, ear- 
rings, pendants and bracelets. 

The booklets are $12 per thousand 
with jewelry store imprint or $10 
without imprint. Contact Cultured 
Gem Stones Inc., 580 Fifth Ave., New 
York. 


israeli Art-Craft's new catalog 
introduces tall candiesticks 

The new catalogue of Israeli-Art- 
Craft features a tall double-duty 
compote-candlestick combination 
which was hand-made by the Guild 
of Israeli Craftsmen. 


/EWELERS 
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The decorator item stands 9% 
inches high and is finished in the 
green patina which distinguishes 
many Israeli products. 

The importing company’s new 
catalogue shows hundreds of similar 
items produced by the Israeli Crafts- 
men. It is produced in full color. 

Contact Israeli Art-Craft, 41 N. 
10th St., Philadelphia. 


Zippo adds swivel merchandiser 
for regular and slim lighters 


A swivel display case which shows 
two display cards of Zippo regular 
“Windproof” and slim lighters has 
been produced for counter or window 
use. 

The display is one foot high, but 
measures only six by four inches at 
the base. It has two removable trays, 
and it is pilfer proof. Glass windows 
cover the cards of lighters on a suede 
background. 

Lighters come pre-packed in the 
display, which is free with 12-lighter 
orders. 

Contact Zippo Manufacturing Co., 
Bradford, Pa. 


Mido publishes 16-page booklet 
about self-winding watches 


“It’s about Time... and the watch 
you never have to wind” is the title 
of Mido’s new 16-page booklet de- 
signed for the jewelry customer. 

It tells in detail the story of self- 
winding watches. 


In one section the reader is told 
how Mido’s waterproof qualities were 
given these severe tests: Three 
watches were left under a driving 
water spray for 52 days. They were 


soaked for 1250 hours in salt water 
and fresh water. They were pressure 
tested the equivalent depth of 407 
feet below the ocean surface. They 
were subjected to 10 cycles of 15 
minutes each in a 120°F oven fol- 
lowed by immediate transference into 
a cold chamber 40° below zero. (They 
passed the tests, too.) 

The booklet also tells the impor- 
tance of shock-resistance, anti-mag- 
netic qualities and 17-jewel construc- 
tion. 

Jewelers who want to distribute 
the booklets to their customers should 
write Mido Watch Company of 
America, Inc., 580 Fifth Ave., New 
York. 


Westinghouse plans saturation 
commercials for portable items 


Westinghouse Electric Corpora- 
tion’s Portable Appliance Division 
will sponsor its “first television and 
radio commercial spectacular for 
portable appliances” on election night, 
Nov. 8. 

The firm’s big sales push will be 
12 network television commercials 
over 196 stations with nine commer- 
cials over 203 radio stations. 

The commercials will support the 
Westinghouse electric can-opener, vac- 
uum cleaner, power mixer, buffet fry 
pan, coffee-maker, roaster-oven and 
steam iron. 

Westinghouse’s estimate of the 
audience to be reached in the cam- 
paign is “something over 70 million.” 

The spectacular bridges two major 
Westinghouse merchandising events. 

The “People’s Choice” activity runs 
through September and October to 
conclude on election night. 

The “Mistletoe Magic” campaign 
runs from election night through De- 
cember. It is built around a package 
of mistletoe as'a premium offer deal- 
ers can make. 


Parker sprinkles diamond dust 
on point of new ‘T-Ball Jotter’ 


Parker Pen Co. is now fusing its 


textured “T-Ball Jotter” ball-point 
pen point with diamond dust. The 
addition is said by Parker to give the 
skip-proof pen point an added hard- 
ness for longer life. 

Parker and its Eversharp Division 
are also introducing two new car- 
tridge pens. 

Parker’s is called the ‘“45”—be- 
cause it loads like a pistol. The user 
inserts a tube of ink in the pen where 
it is pierced and the ink is fed to the 
point. It will retail at $5. It comes 
with six point choices. 

Eversharp’s cartridge pen is called 
the “10,000.” It will retail at $1.98. 

It is both of the divisions’ first en- 
tries into the cartridge pen field. It 
is also Eversharp’s first new fountain 
pen since Parker acquired the com- 
pany in 1958. 





Unique feature of the two cartridge 
pens is that each has a separate fill- 
ing accessory that converts them into 
conventional filling pens. The attach- 
ment retails at 95¢. 


Jackie Gleason returns to TV 
to star in special for Speidel 


Jackie Gleason returns to television 
on Oct. 9 to star for the Speidel Cor- 
poration in an hour-long special. 

This may be one of Gleason’s few 
appearances on television for the next 
few years—he’s star of one of Broad- 
way’s most successful shows, Take 
Me Along. 

This is Gleason’s first major live 


TV appearance in his own show since 
1958. 

The show’s theme will be the Ameri- 
can technique of selling, from TV 
commercials to song-plugging. Glea- 
son’s characterizations of The Poor 
Soul, Reggie Van Gleason and others 
will be featured. 

The production will cost $450,000 
and will be produced by Jack Philbin. 


New transducer converts old 
tanks to ultrasonic power 


In a new ultrasonic cleaning sys- 
tem developed by Harris Transducer 
Corp., a welded stainless steel trans- 


ducer can be immersed in any de- 





All you need do is address the 
card to past watch repair custom- 
ers, put on a 4¢ stamp, sign your 
store name and address, and mail. 
It’s definitely an appealing little 
mailer available to you at our 
printing and handling cost! 


USE THE COUPON TO 
ORDER YOUR SUPPLY NOW. 
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WATCH SALES GO UP! 


... when you promote your repair department 


Statistics tell us that watch repairs account for at least 12% of the retailer’s annua] 
business. In the smaller stores this figure may zoom to as much as 50%! 
the standpoint of traffic creation and watch sales premotion, the repair department 
has no peer among all the jeweler’s lines. 


What have you done recently to spark watch sales and repairs? 
twist that’s bound to please—and bring in extra profits, too! It’s a jumbo post card 
(6” x 6”) that you can use as a business builder. It simply states, “The watch you 
cherish and depend on deserves expert attention. 
by letting us inspect the movement now. 
save you needless expense and inconvenience in the future. Drop in today!” The 
other side of the card is packed with interesting bits and pieces of little-known 
information on the operation and mechanics of a watch. 


From 


Here's a cute 


Protect your watch iivestment 
An inspection costs nothing and may 





Fiease send to me the following quantities 
of watch repair postal cards: (Check one) 


[] 250 cards 
[j 500 cards 
[j 1000 cards 
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State Siege dawkeainest 

Send this coupon along with payment to 
JEWELERS’ CIRCULAR-KEYSTONE, 5éth & 
CHESTNUT STS., PHILADELPHIA 39, PA. 
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greasing and cleaning tank to con- 
vert it to an ultrasonic cleaning unit. 

The transducer works at a con- 
tinuous 300°F temperature and can 
be adapted for use with large tanks. 

It is built of nickel and stainless 
and comes in two models. The S-350-S 
is 12% inches long, 7% inches wide 
and 45% inches high. The S-350-L 
model is 17 inches by 4% by 45%. 

Full information may be obtained 
from Harris Transducer Corp., Wood- 
bury, Conn. 


Helbros uses new plastic box 
from Arrow Manufacturing Co. 


Helbros Watch Co. is using a new 
plastic presentation box for its gen- 
eral line of watches. The box is pro- 
duced ty Arrow Manufacturing Co. 
of West New York, N. J. 

The monogrammed unit is _ lined 
with heavy-weave satin imprinted 
with a Helbros message. 


Incabloc plans powerful sales 
effort to be seen by millions 


Charles M. Baehler, new head of 
the Incabloc and Vibrograf Corpora- 
tions, has announced plans for a more 
powerful advertising campaign to be- 
gin in the fall. 

Over 100 million people saw the 
headline for last year’s campaign— 
“Incabloc—your key to a_ quality 
watch.” The campaign was run in 
Reader’s Digest and on television. 

He also announced the fall intro- 
duction of the firm’s new “Triostat,” 
a regulating device for watches which 
“will enable the modern jewel-lever 
watch to attain a standard of accu- 
racy found only in very expensive 
chronometers.” 


Kirchner and Renich produce 
new Kaynar products catalog 


Kirchner and Renich, Minneapolis 
wholesale diamond merchants and 
manufacturing jewelers, have 
launched their fall sales campaign 
with a new catalog. 

The book is looseleaf and has a 
white vinyl cover with a _ six-color 
photograph of a bride. 

It has an easel back for counter 
use, and it is coded so customers may 
choose their purchases direct from 
the catalog. 

The books are being mailed to fran- 
chised Kaynar dealers. 
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Swiss group will visit major 
cities in nationwide promotion 


Indreba, Ltd., a marketing organiza- 
tion of three watch firms near Basle, 
Switzerland, is sending a promotional 
display of their products on a 10,000- 
mile tour of the United States. 

And the products are going first 
class. A $40,000 Alfa Romeo automo- 
bile, custom designed by Pinin Farina, 
will carry the Swiss products on 
their zig-zagging route across coun- 
try. 

It is making stops in 32 major 
cities, where the car will go on dis- 
play at prominent automobile agen- 
cies and the watchmakers’ products 
will be shown to jewelers and distrib- 
utors. 

Firms sponsoring the tour are Ad. 
Allemann Son, Ltd., Ronda and Mono- 
rex. 

Walter Gruetter of Basle, head of 
Indreba, will distribute informational 
materials and will record personal 
interviews with watch buyers to guide 
the Swiss firms in their merchandis- 
ing. 

The tour started in New York on 
July 7 and ends in Phila¢elphia on 
Dec. 9. 


Bell & Howell introduces two 
camera package promotions 


Bell & Howell has brought. out two 
promotions for retailers. Participat- 
ing jewelry store owners may earn a 
share of common stock in Bell & 
Howell by buying nine “Profit Leader” 
and five “Price Leader” packages be- 
fore Sept. 30. 

The “Profit Leader” outfit includes 
the 390TE electric eye 8mm movie 
camera with normal, wide-angle and 
telephoto lens turret, and the 254R 
f/1.6 8mm movie projector with re- 
verse operations. “Profit Leader” 
for $219.95 retail. 

In the “Price Leader” outfit are 
the 333 “Sunometer” turret f/1.9 8mm 
movie camera with normal, wide- 
angle and telephoto lenses, and the 


sells 


“Super Monterey” 253AX f/1.6 movie 


Accessory 
two lamps, 
and gadget 


projector ($149.95 retail). 
packs contain light bar, 
180-piece titling outfit, 
bag. 

The offer also includes a display 
stand to merchandise either camera 
outfit; cooperative advertising; and 
advertising mats. 

Contact Bell & Howell, 
Cormick Road, Chicago. 


7100 Me- 
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Croton prints three booklets 
describing its chronometers 


Croton Watch Co. has published 
three booklets on chronometers which 
are available for counter distribution 


or for direct mailing to customers. 


The first of the booklets is called 
“Chronomaster” —in complete com- 
mand of time.’”’ It describes the uses 
and operation of Croton’s new 
“Chronomaster.”’ 

The second is devoted to the tests 
a watch must pass before it can carry 
the title “‘“chronometer.” 

The third features the “Antarctic” 
line of chronometers which were 
tested by the U. S. Navy on an expedi- 
tion to the South Pole. 


further information on how to 
booklets write Croton 
Inc., 404 Park Ave. S., 


For 
obtain the 
Watch Co., 
New York. 


Precision Time Corp. markets 
movements for women's watches 


Precision Time Corp. has entered 
the women’s watch movement market 
with their new 5% ligne, 21- and 23- 
jeweled lever movements. 

The movements are being made 
available only to firms regularly mar- 
keting complete watches, the manu- 
facturer says. 

Contact Precision 
Strasburg, Penna. 


Time Corp., 





« \ aintillite Tripled 
LIVE TRAFFIC for Our Store” 


HERBERT M. ASCH, Mgr. 
MYRON JEWELERS 


422 Weobasha, S?. Paul, 


Minn. 


eintillite “Paid for 
itself in six months!” 


SCINTILLITE’S amazing traffic building potential is dramat- 

ically borne out at Myron Jewelers. Manager Herbert Asch 
! States, “After using one, we bought another for a second 
window. It would be just as effective over a showcase or inside display. 
SCINTILLITE made everything look alive, even drapery. Many more people 
came into the store because of this.” Completely portable, just plug 
SCINTILLITE in like a floor lamp. Faceted stones glow and sparkle, pearls and 
flatwares gleam with undreamed of luster. Don’t confuse SCINTILLITE with 
ordinary flashing or revolving devices . . . Entirely new, it must be seen to be 
appreciated! Write for details and name of jobber. 


ae 
emits CORPORATION (Division OF SPINCRAFT, INC.) 


4134 W. STATE STREET 


¢ MILWAUKEE 8, WIS. 





By HENRY B. FRIED 
JC-K Horological Consultant 


| Brake Springs 
For Automatic Watches 


The ‘clutch action’ of 


This is Part I of a three-part series 


describing the functions and repair 


of mainspring brake springs which 
prevent automatic watches from 
over-winding. 


® SELF-WINDING WATCHES are 
designed so normal arm move- 
ment should give about 40 hours 
of reserve mainspring power. 
The self-winding mechanism is 
also designed to reach maximum 
reserve power in a short time. 
After the watch absorbs maxi- 
mum power, additional move- 
ment would be expected to wind 
the mainspring too tightly and 
harm the winding parts, pallet 
fork and roller jewel. 

To prevent over-winding, a 
device in the first self-winding 
pocket watches locked the swing- 
ing weight when the watch 
was fully wound. Besides pre- 
venting further winding, the 
locking device protected wind- 
ing parts from unnecessary 
wear. 

In today’s automatic wrist 
watches the rotor continues to 
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brake springs not only keeps 


automatic watches from over-winding, 


but saves parts 


wind the mainspring after it 
has been almost fully wound. To 
prevent too-tight winding, the 
end of the mainspring is hooked 
to a shorter and thicker bit of 
spring, rather than to the barre! 
wall. | 
The stiffer spring presses 
against the smooth barrel wall 
and acts as a “slip-clutch.”’ 
(This stiffer spring is also 
called “bridle,” “slip spring,” 
“slip-clutch,” “safety-for-main- 
spring,” “safety spring,” “‘slip- 


ping hook,” “slipping attach- 
ment,” and “brake spring.” The 
Swiss Official Dictionary desig- 
nates “brake spring’ as the 
proper name for it.) 

The brake spring operates on 
a friction-clutch principle. It is 
usually one-and-a-half times 
thicker than the regular main- 
spring, and normally it is also 
about one-tenth as long and the 
same width. For example, the 
mainspring in an International 
automatic watch, calibre 85, 


Figure 5. 


curvature of the brake spring matches the curve of the barrel wall. 
the mainspring winds to near capacity, 


This mainspring is permanently attached to the brake spring. The 


When 
the brake spring slips around wall. 
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measures 1.25mm wide, .103mm 
thick and 350mm long. Its brake 
spring is also 1.25mm wide, but 
it is 3lmm long and .155mm 
thick. 

Here is how the brake spring 
works: 

The thicker brake spring is 
slipped into the barrel (Figure 
1, A), the inside wall of which 
is smooth (without a ridge, 
abutment or hook). The cor- 
responding surface of the brake 
spring (B) is also smooth (and 
without a hook, tongue or hole). 
It is stiff enough to press out- 
ward smoothly against the 
curved surface of the barrel. 
However, the inside end of the 
brake spring has a hook (C), 
upon which the regular main- 
spring (D) is attached. This is 
also wound into the barrel so 
that the mainspring, in effect, is 
a continuous ribbon of tensile 
metal, with the outer tenth of 
its length 50 per cent thicker 
than the rest. 

Figure 2 shows a partially- 
wound mainspring attached to 
the brake spring. (The thick- 
ness of the latter is exaggerated 
for clarity.) The brake spring 
presses smoothly against the 
barrel wall so the mainspring 
can be wound four to six turns 
before it is almost tight. 

When the coils are nearly Dp 
wound to capacity, the end of 
the mainspring constricts to 
pull the brake spring (Figure 


3). The pull causes much of the Figure 1. Brake spring (thicker than the rest of the mainspring as- 
(please turn to page 200) sembly) presses smoothly against the barrel wall during operation. 


S f\ LY 7). 
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om eneneeseseeusseesasesseoeesooonnt 
Figure 4. This type mainspring assembly was Figure 3. When mainspring Figure 2. Despite partial 
used in early self-winding watches. It is basically constricts, brake spring winding of mainspring, the 
the same as used in manual winding watches. begins to slip around wall. brake spring keeps traction. 
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brake spring to pull away from 
the barrel wall. Since too much 
of the brake spring is pulled 
away from the wall to maintain 
surface, it slides 
enough of the 


a traction 
until 
power is 


around 
mainspring 
give it traction surjace again. 

The process is repeated all 
during periods of winding and 
unwinding. Notice that the 
brake spring is usually a little 
longer than one full circumfer- 
ence of the barrel so its ends 
overlap. 

Because so many types of 
brake springs are used, the 
watchmaker should study them 
to understand the reasons for 
their differences. For instance, 
watch manufacturers often re- 
ceive watchmakers’ complaints 
that the spring either does not 
store enough reserve power, or 
that it stores so much that the 
balance rebounds and gives an 
irregular gaining rate (making 
it impossible to regulate). 

An understanding of _ the 
character of brake springs and 
a knowledge of their complete 
functions would reduce these 
complaints. 

Manufacturers claim superior 
operation for each of the vari- 
ous springs. Some manufac- 
turers produce brake springs 
separate from the mainspring 
to make mainspring replace- 
ment less expensive than when 
a complete spring with braking 
attachment must be bought. 

Sometimes the brake spring 
is purposely left separate be- 
cause the factory does not want 
one of its permanent adjust- 
ments disturbed. However, the 
attached brake spring is easier 
to clean and insert again into 
the barrel. They do not require 
any special mainspring winders. 
Some other brake springs have 
extensions fitting inside the 
mainspring coils, rather than on 
the outside. That extension aids 
the mainspring in its proper 
spiral development during wind- 
ing and unwinding by reducing 
side torque on the barrel arbor. 


used to 


200 


It is important to recognize 
all types of brake springs be- 
fore removing them, so assem- 
bly and replacement will be 
easier while preventing errors 
or damage. Whether to remove 
the mainspring depends on the 
condition of the barrel. Some- 
times the barrel is a sealed unit 
with explicit markings not to 
remove the spring. The manu- 
facturer may have used a main- 
spring with a permanent or 
“dry” lubricant (which will be 
discussed in a later issue of 
JC-K). In open units the manu- 
facturer may also recommend 
leaving the mainspring in the 
barrel. But in all instances the 
watchmaker should use his own 
judgment, basing his decision on 
an examination of the barrel 
and his testing the mainspring 
for proper clutch mechanism. 

Before discussing testing and 
adjustment of the mainspring 
and brake springs in self-wind- 
ing watches, here is a review of 
various types of brake springs. 

The simplest one is that used 
in many older self-winding 
watches. It is a short strip of 
thick spring with a hook near 
its inner end (Figure 4). This 
mainspring is the same as that 
used in manual winding 
watches. It has a tongue end 
which hooks to the small hook 
on the brake spring. Notice that 
the ends of the brake springs 
are curved. This curve is very 
similar to the curvature of the 
barrel wall on which it is placed. 
Such a brake spring must be in- 
serted extremely carefully. It 
may require a _ special main- 
spring winder to pre-wind it for 
insertion in the barrel. The 
brake spring has a straight sec- 
tion (Figure 4) which gives the 
spring stiffness so it will resist 
being pulled away from the bar- 
rel wall prematurely. But the 
two ends are curved to keep 
them from remaining stiff and 
straight inside the barrel. 

Figure 5 shows a_ brake 
spring spot-welded or riveted to 
the mainspring. Again the end 


is curved. Notice also that the 
curvature must conform to the 
curvature of the barrel (this 
seldom exceeds more than one- 
fifth of the barrel’s circum- 
ference). Most _ self-winding 
watches are at least three-quar- 
ters fully-wound through daily 
and continuous use. Therefore, 
their springs are often thinner 
than those used in manually 
wound watches. This thinness 
permits use of a longer spring 
which gives greater running 
power, as well as more even 
power to the train of wheels and 
the escapement. 


Figure 6. Gruen places a hook at the 
brake spring’s center section which 
is attached to the mainspring’s tongue. 


The Gruen calibre 480 914 x 
10!5 ligne movement uses the 
device in Figure 6. The brake 
spring (A) has the hook (B) at 
its central section. This hook is 
engaged by the mainspring’s 
tongue (D). The mainspring 
exerts a counterclockwise pres- 
sure on the brake spring. The 
ends of the brake spring are 
tapered, and where they overlap 
these ends do not occupy more 
than one thickness of brake 
spring. This construction saves 
barrel space. Maximum reserve 
winding for the watch is about 
36 hours. Its brake spring is 
about one inch long, and Gruen 
recommends using activated 
grease on the brake spring. 

Sometimes the maker specifi- 
cally states that the brake 
spring should not be removed 
from the barrel, and marks the 
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When Your Customer 
Asks You for the 


Unusual . 


look baffled. 


dont 
Just reach for your per- 
JC-h 


sona! of the 


copy 
Jewelers Directory Issue. 
If it should happen you 
do not find the item or 
the Read- 


service listed. 


ers’ Service Department 
is ready to help you as 
Send 


a JC-K subseriber. 


vour query to: 


Readers Service Department 


THE JEWELERS’ 


CIRCULAR-KEYSTONE 
Chestnut & 56th Sts. 
Philadelphia 39, Pa. 











Walch, Case 


We repair al! types of cases, chrono- 
graphs and stainless, and make coil 
springs for cases. We also sell used 
replacement oo 

jor Information 


BEC KER. "HECKMAN COMPANY 





29 East Madison Street 
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barrel “No Oiling,” or “Sealed 
Barrel—Do Not Remove.” How- 
ever, if tests show slipping 
starts too soon or too late, re- 
move both mainspring and 
brake spring for cleaning and 
oiling. Occasionally the brake 
spring is so dry that its continu- 
friction has abraded the 
brass barrel. The fine brass 
dust from the barrel wall mixes 
with the lubricant to make the 
condition worse. It is then nec- 
essary to remove, clean and 
lubricate the mainspring and 
brake spring. 

One type of sealed barrel 
(shown in cross section, Figure 
7) is used in Eterna-Matic 
watches. It works quite well. 


OUS 


Figure 7. Eterna-Matic uses this sealed 
barrel (shown in cross section). Brake 
spring is not removed with mainspring. 


The brake spring occupies its 
own place in the barrel and 

vertical groove in the barrel 
wall is cut out for it. (A is the 
barrel, B is the brake spring 
shown in section, C is the small 
step from the barrel cover, and 
D is the lip of the barrel which 
covers the edge of the slip 
spring.) The purpose of the ar- 
rangement is to allow removal 
of the mainspring from the bar- 
rel without disturbing the brake 
spring, which is factory ad- 
justed for tension and shape. 
However, if tests show that the 
spring is dry, it should be re- 
moved, cleaned and_ re-lubri- 
cated. If the brake spring must 
be replaced, the new one must 
not be higher than the vertical 
groove in the barrel; otherwise 
it will bind, and destroy the 
clutch action. “Ee 


Correction: The Fontomatic FHF 
Calibre 65, described here last month, 
is of Swiss origin. The subhead erro- 
neously described it as French. 
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We will pay all ship- 
ping charges to any 
point — ~ = 
xce a 
Powerful 40 watt — Hawail) if 708 Ew 
Stainless steel ta check with order 


DI SON TEGRATOR 


ULTRASONIC CLEANER 
The lowest priced ultrasonic cleaner ever sold! 


Buy ONE or 100 and Save! 


Low Prices on Larger Models! 
Simplified one knob control for easy operation. 
High Frequency sound waves disintegrate harmful 
soils and contaminants in seconds. Saves time and 
labor, boosts production rate, improves product. 
You can replace hazardous cher ‘cals with safe sol- 
vents and even water. 

5-DAY TRIAL 
Choice of 7 beautiful decorator colors to harmo- 
nize with your office or laboratory decor: Ivory 
Wheat yellow, Turquoise, Desert sand, Pale green, 
Soft gray and Coral pink. Please specify color 
when ordering. 


EXTRA TANKS: $40 EA.—JUNCTION BOX: $12.95 


Free 5 Year Service Contract 


SEE YOUR DEALER OR ORDER NOW! Dept. 43-JCK-9 


A Q r £ i Traffic-Stopping 


Window Streamers 
= ultrasonic 
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Full 4% gal. capacity 
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Ave. West, Toronto 10, Ont., RU 77-8831 








THE GUARANTEED WATCH CROWN 


ACON watc crown CO. 


50 Eldridge $?., New York 
2, N. 
Comngnieren ra sof aus Filled th 
Sold through Wholesel 2 ay ym 


wa 
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CLOCK LUBRICANT 
NOW AVAILABLE 


é | 
AT WHOLESALERS OR rea = 


THE HOROLCOVAR CO BRONXVILLE WN 





SINCE 1877 
BOWMAN 
TECHNICAL SCHOOL 
Courses in 
Watchmaking and repairing 


You can enter anytime 
INDIVIDUAL INSTRUCTION 
Our graduates pass state examinations 
are in great demand. 
Send for free Catalogue 
‘Your Future & Our School’’ Bowman Bidg., Lancaster, Pa. 


and 


1 rs 
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Courses Approved for 
Veterans & State Rehabilitation 














QUESTIONS 


and ANSWERS 


DANGEROUS WEIGHT—A Howard 
wall clock I have in for repairs 
needs not only a new weight 
cable, but cabinet repairs as 
well. When the weight broke, 
it fell so heavily that it tore out 
the bottom of the case. The 
weight is cast iron about 114 
inches thick, 4 inches wide and 
about 5 inches high—slightly 
keystone in shape. Why should 
this clock require such a heavy 
weight?— J. House, Wilming- 
ton, Del. 

Answer: The heavy weight is 
required to run the clock for 
eight days on such a _ short 
“fall.” Also, the gears are quite 
thick and require a _ heavy 
weight. The general heavy de- 
sign of the movement, thick 
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gearing, and large escape wheel 
make such weight necessary. 
However, there are many clocks 
of the same size, but made more 
delicately, which run as long on 
much lighter force. For case 
repairs it would be a good idea 
merely to glue the bottom back. 
Do not use nails, especially in 
a horizontal direction. I have 
seen nailed clock bottoms seri- 
ously damage the case when the 
weights fell a second time. The 
nails caused the bottom to 
splinter when the weights came 
crashing down. Some clocks 
have an opening on the bottom 
for such accidental falls. How- 
ever, merely gluing the bottom 
will provide adequate insurance 
against spoiling the weight. 
Just don’t park anything under 
the clock, such as glassware—or 
children. 
a H ie 

CHEAPER TO BUY ONE—How can 
you remove broken center posts 
which are stuck in closed-top 
cannon pinions? — Davenport 
Jewelers, Roger, III. 

Answer: It doesn’t pay to try 
to extricate the broken center 
pinion arbor from closed top 
cannon pinions. The time-con- 
suming effort and cost of broken 
drills makes it wasteful. A new 
complete center-wheel with 
matched cannon pinion are com- 
paratively cheap and require no 
orientation to each other. If 
you wish, nevertheless, you must 
drill through the top of the can- 
non pinion, place a flat-ended 
steel pin through the hole, and 
(using the pin as a staking 
punch) eject the lodged center 
arbor. 

* 
A LOT OF CLOCK: We would ap- 
preciate any information you 
could give us concerning this 
clock (photos enclosed) and the 
name and person who might 
be able to give us an estimate 
of the current value of the clock. 
The clock is 2414 in. high, 714 
in. high at the ends. Man is 
bronze with dark metal flowing 
cape. In man’s right hand is 


bronze French sword. Guillotine 
sword placed in broken jug han- 
dle belongs in man’s left hand. 
At side is globe of world under 
man’s hand inscribed in French, 
a pilot’s wheel, a painter’s pallet, 
paints, brush, sheaf of wheat 
and woman’s head _ (behind 
man’s left leg). At side is can- 
non on top of stairs with name 
“Carpeaux”’ inscribed on stair- 
case. There are two rabbits, 
three cannon balls, and a broken 
jug. Clock works are of brass, 
with brass spring covers. Clock 
strikes hour and half hours. It 
is in running condition.—C. H. 
Webster, D. C. McSherrystown, 
Pa. 

Answer: Your clock is a com- 
memorative one of the last 
French Revolutions of the 1860 


a deen 


period. The statue is of a wo- 


man, not of a man. French ar- 
tists and sculptures depicted 
patriotic scenes always led by 
“La Belle France,” a woman of 
strong, muscular features, and 
this work is no exception. I 
showed your photos to an expert 
on French art. He said that 
Carpeaux was born in Valen- 
ciennes, came to Paris in 1852 
where he was greatly influenced 
by Duret and Rude, and died 
in 1875. He was an admirer of 
the last Napoleonic Emperor 
and this clock statue probably 
was done to honor Napoleon III. 
x x *K 

STUMPED—What is the accepted 
method of extracting a broken 
screw stump from a balance 
rim? 

Answer: There’s only one 
method of doing it. Take a pivot 
drill smaller in diameter than 


JEWELERS’ CIRCULAR-KEYSTONE, SEPT 











Watch “lyane) ht 
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Watch <7 
WICH ~~~ 
=e) Master 


Fastest, Most Thorough, Safe 
Complete in one cabinet, 82" x 13”. 
Cleans, rinses, spin-dries several watches at once. 
Reaches even the smallest, most remote areas. 
Magnetizable chips can’t recirculate in_ solution. 
Pre-set timing for clean - rinse - dry operations. 


WRITE FOR DEMONSTRATION 
OF THE ENTIRE WATCHMASTER LINE 


DRUM WATCHMASTER ELIMAG DEMAGNETIZER TAPE WATCHMASTER 


American I2zme Products, Inc. 


61-20 WoodsideAve, Woodside 77, L. L, N.Y. 





JEWELERS’ CIRCULAR-KEYSTONE, SEPTEMBER 1960 203 





the root diameter of the balance 
screw (determine the diameter 
from the other screws). Set 
the drill into a screwdriver 
frame that will hold it. Secure 
the balance. and under magni- 
fication carefully drill a hole in 
the stump of the screw—mak- 
ing certain vou are perfectly 
on-center. When the drill has 
holed through, force a broach 
into the hole. The sharp corn- 
ers of the broach will dig into 
the sides of the screw stump. 
Carefully, vou may then un- 
screw the stump. Make certain 
the hole is not too large or it 
will spoil the threads in the bal- 
ance rim and make poising more 
difficult. 


SLICK FILM—Recently I received 
some reading matter which de- 
scribed a mainspring that 
doesn’t require a lubricant. The 
lubricant is supposed to be seal- 
ed into the pores of the spring. 
Is this possible? How can coils 
rub over one another without 
friction?—J. Bogardus Farrel, 
Atlanta, Ga. 
Answer: Springs such as 
those you read about are alloy 
(unbreakable) mainsprings. 
They have been coated with a 
microscopic layer of polyfluor- 
ides, which are in the same 
family as teflon—a hard. plastic 
material that, although dry, 
feels oily to the touch and pro- 
vides anti-friction properties. 
The fluorides are applied to the 
spring during ultrasonic cavita- 
tion. This type of spring does 
not require oil; if oil is applied 
it will not harm the spring, but 
neither will it improve it. 


* * 


24-HOUR WATCH — Where 
may I obtain a 24-hour dial 
wrist watch? I remember that 
some time ago you had this in 
your column. — Lloyd Waner, 
Springfield, Il. 

Answer: Here is another type 
of 24-hour wrist watch. Instead 
of the date appearing in the win- 
dow, the hour is shown. For in- 
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stance 1442 indicates 2:42 P.M. 
The two crowns are for setting 
the regular hour and minute 
hand, winding the mainspring 
and stopping the watch for ex- 
act second hand setting (hack- 
mechanism). The crown at the 
figure 4 is for setting the hour 
aperture disc. During actual 
running of the watch, the hour 
dial operates automatically. It 
is produced by Emil Fornas of 
Ashtabula, Ohio. 





FRIED'S 








Jewelers and watchmakers 
often write seeking information 
about collectors’ items in their 
possession. This question and 
answer column on antique clocks 
and watches is included in this 
issue to test reader interest in 
such a column as a regular fea- 
ture. If you have specific ques- 
tions concerning these items, 
address them to Henry B. Fried, 
Horological Consultant, JEWEL- 
ERS’ CIRCULAR-KEYSTONE, 100 
E. 42nd St., New York 17, N. Y. 
For an air-mail reply, enclose a 
stamped _ self-addressed _ enve- 
lope. 

Here is’ the’ information 
needed to answer your ques- 
tions: Send clear photographs 
of the dial side and movement, 
if possible. List all engraved 
names, letters and numbers. De- 
scribe the escapement and any 
unusual features. Make a rough 
drawing of any stampings (of 
animals or other figures) on the 
case. If there are single letters 
stamped anywhere on the case 
or movement, these can be very 
important clues. Since a single 
letter can pinpoint the year of 
the watch’s manufacture and 
the place it was made, draw an 
exact copy of it (with a frame 
if it has one). 

We will not appraise the value 
of the watches identified—that, 
too often, depends on the taste 
of buyers and the demand for 
the watch. The best method of 
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determining its value is to ad- 
vertise it in an antique-collec- 
tors journal, asking for the 
highest bid. That way, you will 
learn how many people are in- 
terested in your watch — and 
what they are willing to pay for 
it. 

Do not send watches or clocks. 
And please limit inquiries to 
clock and watch questions—no 
questions, please, about gems, 
jewelry or silverware. 

In describing a clock, photo- 
graphs are most helpful. Also 
describe the movement, the case, 
dial, weights, pendulum or es- 
capement, or any names, labels 
or markings. 

Here’s this month’s poser: 

Domestic production of Wal- 
tham watches has almost 
stopped. Consequently many re- 
quests for appraisals of age of 
Walthams come in. The best 
way to answer many questions 
at once is to list the serial num- 
bers and the years in which 
these numbers were produced: 


Number 
6734 
15182 
53660 
130625 
225923 
326784 
427636 
622000 
745009 
1019426 
3000000 
5000000 
7000000 
9000000 
11000000 
13000000 
15000000 
17000000 
19000000 
21000000 
23000000 
25000000 
27000000 
29000000 
31000000 
33000000 
33570801 
33826800 


Number Year 


1000 
9041 
34421 
92143 
178278 
276358 
377210 
524818 
683504 
961235 
2000000 
4000000 
6000000 
8000000 
10000000 
12000000 
14000000 
16000000 
18000000 
20000000 
22000000 
24000000 
26000000 
28000000 
30000000 
32000000 
1949 33300000 1951 
1953 33780901 1953 
Model Number 670—1941 
Model Number 750—1941 
Model Number 675—1944 


Year 
1857 
1859 
1861 
1863 
1865 
1867 
1869 
1871 
1873 
1875 
1883 
1889 
1892 
1897 
1901 
1903 
1905 
1907 
1910 
1914 
1917 
1921 
1927 
1934 
1939 
1945 


1858 
1860 
1862 
1864 
1866 
1868 
1870 
1872 
1874 
1876 
1886 
1891 
1895 
1899 
1902 
1904 
1907 
1908 
1912 
1917 
1919 
1926 
1929 
1936 
1942 
1948 
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JEWFLERS 


REDUCE ANNOYING GLARE 
with this new Buber loupe 


Reflection from polished surfaces can be annoying and fatiguing to your eyes. 
That’s why you need a set of Ray-Ban loupes, recently designed by Bausch & 
Lomb to keep your eyes relaxed no matter how long you have to look at a 
shimmering object. Made of the finest quality ophthalmic glass, Ray-Ban 
loupes are ground-and-polished-to-curve with traditional Bausch & Lomb accu- 
racy. They’re available in several focal lengths and magnifications in both 
watchmaker and eyeglass models. Write for folder or order from your regular 
supplier. Bausch & Lomb Incorporated, Rochester 2, New York. 


from the makers of the finest loupes: 


INO Os cas DOES: 


SINCE 153 * 


Makers of: Balomatic Projectors - CinemaScope Lenses 
Ray-Ban Sun Glasses + Binoculars + Microscopes 
Quality Eyewear + Rifle Sights - Scientific Instruments 





CLASSIFIED AD 


RATES AND REGULATIONS 


New rates start with March 1960 


Remittance in Advance 


“SITUATION WANTED” —Regular type $3.00 first 25 words; 


tional words, 10 cents per word. Heavy type $8.00; 


addi- 
addi- 


tional words 25 cents per word. 


“HELP WANTED"—"LINES WANTED”—and “SIDE LINES"—Regular type $5.00 
first 25 words; additional words 15 cents per word. Heavy 
type $8.00 first 25 words; additional words 25 cents per 


word. 


ALL OTHER HEADINGS—Regular type $9.00 first 25 words; addi- 
tional words 25 cents per word. Heavy type $13.25 first 25 
words; additional words 30 cents per word. 


Name. Address. 


tions count as 


Initials and Abbrevia- 
words. 

If answers are to be forwarded, 20 cents 
extra to cover postage must be enclosed. 


No Agency Commission. 


® Advertising matter addressed to ciassi- 
fied advertisers will not be delivered. 

® Classified ad form closes 10th of the 
month preceding date of issue. 

® A box number when used in ad counts 
as five words, that is, “Address #13, 
care of J C-K.” 


In answering Box Numbers address envelope “Box —,’ care of Jewelers’ 
Circular-Keystone, unless otherwise instructed. In answering ads, do not enclose 


original letters of recommendations. 


JEWELERS’ CIRCULAR-KEYSTONE, CHESTNUT & 56TH STS., PHILADELPHIA 39, PA. 
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FIRST CLASS platinum and gold 


Situations Wanted 


NGRAVER); 15 


addre Ss, “H 
OMAN, 
monds 


references: add 


thoroug! 


office rout 


JIC-K 


jeweler; also modelmaker and de- 
signer with excellent background. 
wants proposition or space; address, 


“605.” care of JC-K. 


WATCHMAKER,. good mechanic: i4 

fine importer experience ; 
charge repairs; estimating, sales; 
New York City, Long Island, Suburbs: 
5625,”’ care of JC-K. 


years Store ; 


Take 


ijédress, “S, 

POSITION IN LARGE CORNER STORE 
wanted by high class diamond sales- 
man: age 54: finest reference: $200 
weekly plus commensurate bonus; ad- 
dress, “S, 6072,” care of JC-K. 


JEWELRY SALESMAN, young, person- 


like chance 
counter, preferably 47th 
highly recommended 


call JA. 6-0438 or OL. 8-7910. 


experienced; would 
behind 
st. exchange; 
there: 


a ble, 


selling 


TOP GRADE SALESMAN available for 
top line for West Coast; will give you 
top representation with dignity; top 

iness and personal references avail- 
address, “F, 6063,” care of JC-K. 





JEWELER & DIAMOND SETTER wishes 
position in jewelry store; good on spe- 
cial orders and repairs; 35U years ex- 
perience; Nashville, Tenn. preferred ; 
address, “S, 6060,” care of JC-K. 





SALESMAN, MANAGER, 20 years ex- 
perience in the retail credit jewelry 
operations; single, 39 years old; loca- 
tion optional; address, “M, 6057, care 
of JC-Kk. 


MANAGER, 15 years 
ently managing for 
ough knowledge cash and credit op- 
eration: desires change; will relocate; 
address, “S, 6084,” care of JC-K. 


experience; pres- 
large chain; thor- 





JEWELER & DIAMOND SETTER wishes 


good 
oVU years 


care of 


to relocate in fine jewelry store; 
on special orders and repairs ; 
experience; address, “S, 6085,’ 
JC-K. 


MANAGER, salesman; top experience in 
all phases of cash and credit opera- 
tion: excellent chain store background: 
desires change; location optional; ad- 
dress “J., 6087,’ care of JC-K. 


SALESMAN : highly experienced and well 
known throughout the industry; desires 
top flight line for West Coast; excellent 
personal following; address, “R, 5512, 


care of JC-K. 


BOOKKEEPER, FEMALE; full charge 
thoroughly experienced correspondence ; 
diamond and jewelry; competent, con- 
scientious, personable; excellent refer- 

New York City address, “A, 

5475.” care of .1IC-K 


ences 


MANUFACTURING JEWELER: 15 

vears thorough experience, seeks new 
position or business proposition, part- 
nership or contract basis, for present 
or future: address, “G, 6092,” care ofl 
JC-K., 


experience ; 

diamonds 
references; 
connect with 
address, ‘Z 


MAN, 15 years 
assorting selecting matching 
for mountings; excellent 
trustworthy: desires to 
reputable jewelry firm; 
f069." care of JC-K 


DIAMOND 


tht, 


FEMALE BOOKKEEPER, full charge 
thru the General Ledger, payroll, taxes 
excellent jewelry manufacturing ex- 

reliable, personable, fine ref- 

ren : call evening, REGO PARK, 

NEW YORK, TWining 6-4975 


ePrences 








ORDER BLANK FOR CLASSIFIED ADS 


ALL ORDERS: CASH IN ADVANCE 


Jewelers’ Circular-Keystone 
Chestnut & 56th Sts. 
Philadelphia 39, Pa. 


Please check if box No. wanted [] 


Enclosed is Check [] or Money Order [] 


Under the Heading of 


Name (Please Write Plainly) 


Street 


place the Following ad: 











MASTER SALESMAN diamonds, 

watches; seeks 5 day week job reputa- 
ble store Newark, N. J. or proximity: 
interesting details confidential, Sunday 
interview ; address, “S, 60909.” eare of 
JC-K. 


WATCHMAKER, 25 years’ experience 
with leading jewelers; usua:ly in charge 
of service department; dependable, well 
qualified excellent references; South 
preferrd address, “B, 6080," care of 
+ c 


JCI 


DIAMOND MAN, 35; thorough knowledge 
and experience in polished, rough & 
manufacturing diamonds: seeks re- 
sponsible position with established firm: 


“as 70 ‘* 


excellent erences ° address, cy 


Le 


ALR, stone and diamond setter and 
' Watchmaker, wants permanent 
position with finer grade firm: 40 years 
experience i! the shop: sober, con- 
genial, trustworthy, 
fer as jewe ' available immediatelyv 
iddre saa } Mm” eare of JC Kk 


Cor ee ié ntious:* pre- 


COORDINATOR re- 

S wan, experience d pro- 
scheduling, purchasing 
iamond ring manufactur- 
rrowtl positior requiring 


r,t) 


; , ‘ 


mA 
Credit. 

ice ful bar 
presently 
" 7 ? 


vil 


re 2, or ¢ 
addres 


1% COMPELEN TI CO 

ewelry factory office 
tals, distributing worl 
following up order 
work: excell 


area , 


credit ewelrv 
reneral mer 
ew challenge 
T looking for 
experience 


ris , ’ } ‘ ldr 
Tj . ‘ npoiove Aadaanre 


MANAGER 
pe ier 


‘¢ hii all pnas 
peration lon 


kine for a 
owner? Ww i 


AS ACTI 


INTELLIGENT AND ALERT, HIGHLY 
OLALIFIED DIAMOND MAN, with 
first class references and _back- 
ground; available for position as 
buvyer-assorter with New York firm: 
thoroughly acquainted wholesale 
diamond suppliers: address “A.. 


6064.” care of JC-K. 


DIAMOND ING SALESMAN voung, 
ALLTeSS1Ve ° $35.000 yeariy earning 
consistently with nationally known ri 
firrn for 10 years: traveling middle 
lanti States: best references: will e1 
tertain anv reasonable proposition 
principals only: address, “Tl... 6093." 
care of JC-K 


HAVE TOO MUCH to offer to stay with 
poorly payings organization: presently 
managing large volume credit store but 
have capacity for different and better 
things: 35 years old with 16 years ex- 
perience: prefer Metropolitan New 
York area: address, “B. 6078.” care of 
ICoeK. 


MERCHANDISER - PRODUCTION ; 


SNGRAVER,. advanced graduate student 


L\GGRESSIVE YOUNG 


SALESMAN: highly experienced and wel 


MANUFACTURERS SALESMAN now 


MANUFACTURERS SALESMAN wants 

young man, thoroughly’ experienced, items going to department, chain and 

seeking responsible and _ challenging retail stores in jewelry and Bitt fields, 
position with diamond ring firm or Michigan and Detroit territory ; ad- 
large retail chain; presently employed dress, “W, 6056,” care of JC-K. 

by large wholesale diamond companys 

within 150 miles New York; address, 

“606,” care of JC-K. 

YOUNG SALESMAN, 30, married; com- 
plete background, fine reputation; 5 
vears experience major watch house; 
desires nationally advertised line, Los 
Angeles area: address, “R, 6107,” care 
of JC-K. 


ANGELES: tremendously success- 
ful, highly talented retail executive; 
diamond, watch, jewelry; supervisor- 
manager, buyer, merchandiser, de- 
signer, salesman; plus independent, 
quality chain, major department store 
background: now employed; Telephone, 


DUnkirk 7-2865. TEXAS, OKLAHOMA, LOUISIANA, 
NEW MEXICO AND ARKANSAS 
REPRESENTATION available; write 
TOLA TUMBLEWEEDS, Southwestern 
Gift and Jewelry Traveling Men’s As- 

, sociation, c/o Ben Waldman, Executive 

mature, some general jewelry store ex- Director, Suite 2004, THE DALLAS 

perience; Gamay Gornams ane are TRADE MART, 2100 Stemmons Free- 

& Tavylor’s, New York, Marshall Field's, iat” te lied 
- . ; wav, Dallas 7, Texas. 

Chicago: location preferred New York ; 

Citys : samples on request; address, “‘M, 

6055." eare of JC-K. 


of hand engraving and window dresser ; 


SALESMAN, 20 years’ experience, seeks 
strong manufacturer’s compact’ side 


DIAMOND BUYER, production man- line: now carrying small platinum and 


ager, expert assorter, wishes to affili- white gold semi-mounted mountings 

ate himself with large diamond oe covering Phila., other parts of 
enna., Saltimore, Washington, New 

ring firm or diamond cutters and England. New York State (including 

importers ; many years of outstand- Metropolitan New York area), address, 

ing experience; highest executive “S, 6079," care of JC-K. 

ability; excellent source of supply: 

finest of references: address “608.” 


care of JC-K. 


Side Lines 


WATCHMAKER, age 50. married: train- 


REE SEHORIS: I8 PRY; SROLOTY FOR MIDWEST; side line of link type 
Ine OOREAE CORED CLOTS SEBOTIONES | tapered watch bands; direct from man- 
and accurate on all models ufacturer to jeweler; small line, sells 

mplicated watches; top sali itself; address, JAN VOORT, INC., 603 
Suarantee plus commission ; Sixt] ' Ave Breackiwn 15. N Yy hy 
lorida license; available with ie Poe y , ae is , 
weeks notice to present employer: 
dre “W, 6070," care of JC-K. 


SALESMAN WANTED; if you are a 
salesman in ‘tnountings or watch 
cases you can carry loose diamonds 
and sell them to the same custom- 
ers; credit terms to good accounts; 
excellent opportunity; address, “K, 


5964.” care of JC-K. 


RTIFLED MASTER WATCHMAKER: 
eweiry repair, stone setting, engrav- 
ing: 27 vears fine experience: com- 
petent, sober and dependable: steady 
worker, bondable: take complete charge 
of department: require good salary but 
expect to earn it permanent only 

inquiry solicited; address “M 


care of JC-K. 


i adie SOUTHERN SALESMAN; calling on 
SALESMAN available: incomparable better stores; nationally known line 
Sth Ave.. Madizon Ave. 47th St. New of gold pins, earrings, charms, 
York background: excellent knowledge necklaces, bracelets; high commis- 
cu ured pearis wholesale-retail level: sion: full details in strictest con- 

fidence: address, “*T, 6075.” care 


seeks challenging connection with 
A-1 firm of repute; excellent references 
: of JC-K. 


personable, neat, possess a flair 
create from within: address. “PF. 6086.” 
‘are of JC-K 


SALESMEN WANTED to carry manu- 


EXECUTIVE SALESMAN: tremendous facturers well made line of fine imita- 


following New York Citv watch im- tion scarab bracelets: must have follow- 
porters, jewelry and military jobbers ing with department specialty and 
material houses and exporters: also jewelry stores; fast selling and excel- 
Phila., Baltimore and Washington: 15 nt re-orders assured; address, “TI, 
years experience presently emploved 6110," care of JC-K 

lf years nationally known manufac- 
turer watch attachments: will represent 
manufacturer watch cases, expansior 
bands, straps or allied line on exclusive 
basis, not side line: excellent reputa- 
tion: address, “K, 6101,” care of JC-K 


, 


SALESMAN for Midwest, Southwest, 
South, West Coast & Texas: fine line 
-K of sterling silver rings, $1.00-$20.00 re- 
tailers, all types and styles: only top 
tch men considered ‘ommission basis 
include references and experience 

first correspondence address, “T, 


Lines Wanted 025," care of JC-K 


GOOD INCOME, STEADY COMMIS- 

SIONS. EASY SALES; hottest com- 
personal following; address, “R, 6198, plete line of boxes (rings, watches, 
care of JC-K. etc.) by leading manufacturer; 
Chicago, Midwest, Mid-Atlantic and 
southern territories now open for 


known throughout the industry: desires 
top flight line for West Coast: excellent 


| sales to better jewelers, chain stores 
callng on jewelers, dept. stores and 
specialty shops, wants line of $1.00 re- 


and jobbers: write THE ALSTEN 
tail costume jewelry for Michigan and cO., 71 Jefferson Ave., Jersey City 
Ohio: address, “S, 6111." care of JC-K GG, Me we 
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SALESMAN, experienced for Southeast 
territory; 45 years of manufacturing 
of diamond, platinum and gold ladies’ 
sets, bridge rings, attachments, fancy 
pieces and gents rings; catalog issued: 
established accounts; previous repre- 
sentative retiring after 30 years: ex- 
ceptiona! rood side line: address 
TENEN BROTHERS, 36 W. 47th St., 
New York, N. Y. 


SALESMEN : all territories available 
now ; sensational new non-odorous, non- 
toxic, amazingly effective $1.25 retail 
jewelry Cleaner Kit, backed up by con- 
Sumer advertising; terrific repeat item 
that brings constant monthly commis- 
sion checks with a minimum of effort: 
excellent side line: give full details of 
your coverage in strictest confidence: 
will contact you promptly: 
FANDELL, Box 203. Teaneck. N. J 


Help Wanted 


SALESMEN to sell Manufacturer's dia- 
mond set rings; also 14K charms 
and bracelets: address, “R, 5945.” 


eare of JC-K, 


DIAMOND SORTER, experienced, 
for sorting of meles; good posi- 
tion; address, “A, 6071.” care of 





DIAMOND ASSORTER ; experienced, 
with leading New York diamond house: 
good’ starting Salary ; adaaress, a 
6062," care of JC-K 


, 





WANT ED, PEARL STRINGER: leading 
fine cultured pearl importer: light, 
clean, airy office; pleasant working con- 
ditions; address, “L, 6089,” care of 
JC-K. 


WATCH MATERIAL and jewelry sales- 
man for Michigan territory: will con- 
sider residents of Michigan only: lib- 
eral drawing account, good proposi- 

tion; address, “A, 6051," care of JC-K. 


WATCHMAKER who can wait on trade: 
air conditioned Bronx store: 5 dav 
week : permanent job: state experience 
and salary expected : address, m 
6076,” care of IC-K. 


MANAGER, for credit jewelers; must 
be good salesman and window 
trimmer; good opportunity for a 
man with ability; do you have arth- 
ritis? Get well in warm Arizona: 
write, Box +1223, Tucson, Ariz. 


‘ATCHMAKER experienced five day 
week : idea] working conditions in 
Northern Ohio City permanent job 
State age, experience, salary expected. 
in first letter: address. “R. 9165. care 
of JC-K. 


SALESMEN § callin 


wt 


fF on better jewelrv 
stores und gift shops to represent large 
importer of fine quality Dutch Pewter 
line; most areas open: high commis- 
sion; write in detail to “S, 6066,” care 
of JC-K. 


WATCHMAKER (2), one fully ex- 
perienced; one Junior or Trainee; 
please write fully stating marital 
status, starting desired salary, em- 
ployment record, to WM. HAF- 
LETT, ALPERT’S JEWELERS, El- 


mira, New York. 
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SALESMAN FOR LOOSE DIA- 
MONDS: in big City; no traveling 
needed: mostly single cut and full 
cut; good following essential; com- 
mission basis or partnership to 
profit excellent opportunity; ad- 
dress, “B., 5966,” care of JC-K. 





WATCH SALESMAN to sell top line to 
over 100 established accounts in Wash- 
ington, Oregon, Idaho; must be young 
and aggressive: good income assured ; 
commission basis; non-conflicting side- 
line acceptable: send resume to “W, 
6034,” care of JC-K. 


WATCH SALESMAN to sell top line; 
must be young and aggressive with es- 
tablished following in the better jewelry 
stores: commission basis; non-conflict- 
ing sideline acceptable; New England 
down to Washington, D. C.: send 
resume to “E, 6030,” care of JC-K. 





MANAGER, experienced for credit 
jewelry store in upper Midwest; 
must be good salesman; top salary, 
plus percentage, bonus and fringe 
benefits and pension plan; replies 
confidential; address, S. B. GOOD- 
MAN, 518 Bremer Arcade, St. Paul 
1, Minn. 








SALESMEN with established territory 
for the Midwest; to carry a popular 
priced gold ring line and diamond 

line; commission and drawing: 

state experience, territory and ref- 
erences: SCHWARTZ JEWELRY 

CO., INC., 850 Elk St., Buffalo 10, 

New York. 








WATCHMAKER-SALESMAN able to as- 
sume responsibility, also capable of 
light jewelry repairing for permanent 
position with long established inde- 
pendent jeweler; state age and quali- 
fications; references required; reply to 
DENNO’S JEWELERS, 33 Fenn St., 
Pittsfield, Mass. 





JEWELRY REPAIRMAN; capable of 
complete all around trade shop opera- 
tion: excellent opportunity with firm 
in business over 40 years; send com- 
plete background and references; must 
be bondable: UNITED TOOL AND 
MATERIAL CO., 307 University Bldg., 
Denver 2, Colorado. 


OPENING IN NORTH CAROLINA for 
experienced man who understands 
credit jewelry business from A to Z: 
none other need apply married man 
preferred and must be capable of pro- 
moting, window dressing, credit and 
advertising; give full particulars in 
first letter; address, “S, 6044,” care of 
JC-K., 


WATCHMAKERS and department man- 
agers; openings in leased watch and 
jewelry repair departments in leading 
department stores throughout country ; 
old established company seeking only 
men interested in permanent positions; 
excellent working conditions: high pay 
state age, experience. People’s Watch 
Repair Company, 245 23rd St., Toledo, 
(ohio 


WATCH SALESMAN: we are looking for 
aggressive salesmen with good follow- 
ing among retail jewelers to carry Cro- 
ton, Sussex, <Arpeggio and Nivada 
Grenchen lines; opportunity to make 
good money: draw against commission ; 
all replies will be held in strictest con- 
fidence: CROTON WATCH CoO., INC., 


404 Park Ave. S., New York 16, N. Y. 


AMAZING LINE for jewelr salesman: 
retail jewelry store following; sell ex- 
clusive, patented Vari-Gem ladies and 
gents gold stone ring line with inter- 
changeable stones; compact line; ex- 
cellent commission; territories open; 
Northern Calif., Wisconsin, Minnesota, 
Michigan, Florida, Georgia DAVID 
PFEFFER CO., INC 106 Fulton St., 
New York 38, N. Y 


WATCHMAKERS and for re- 
pair departments in retail 
national organization 
with one of the largest retail depart- 
nent chains in the country; employee 
discount, group hospitalization plan; 
excellent future for person with pleas- 
ing personality and willing to assume 
responsibility ; positions open in- the 
Kast, South, Midwest and Southwest; 
address “Circular Box 32356." 360 N. 
Michigan Ave., Chicago, Illinois 


estimators 
department 
connected 


STores : 


WANTED: 
rdve rtised 


TOP REPRESENTATIVES 
for brand new, nationally 
jewelry beauty bath for a fine and 
novelty jewelry; powder NOT 
PASTE: beautifully packaged in en- 
velopes—NOT JARS; retails profit- 
ably at 35¢ complete. wit! jewelry 
brush; guaranteed safe for jewelry and 
skin : odor-f ree - market tested and 
manufactured by prominent national 
organization; FAST, REPEAT SEL- 
LER, a few select territories open; 
write in full to “A, 6105 are of 
JC-K. 





SALESMEN, following and experi- 
ence a MUST for the new HADLEY 
WATCH BAND line, exclusively 
priced to retail from $3.95-$8.95. 
with terrific markup; there are 7 
territories still open; excellent 
earnings for salesman to carry 
along with his present line; must 
submit complete resume; JACK R. 
STORTI, PRES., THE HADLEY 
CORP.. 580 Fifth Ave., New York. 
N. Y. 


EICHBERG & CO., wholesale dia- 
mond merchants since 1867, now on 
an ambitious expansion program, 
have openings for experienced, 
high-type salesmen; best class of 
men with experience in handling 
all sizes of loose diamonds from 
the lowest to the finest grades; alse 
a complete mounted line of dia- 
mond rings, diamond watches and 
diamond pendants; please give full 
resume in your first letter; all cor- 
respondence will be treated with the 
strictest of confidence; EICHEERG 
& CO... INC., 608 Fifth Ave., New 
York 20, N. Y. 


ENGRAVER: experienced all around 
man in lettering and monograms; 
POLISHER, experienced in finish- 
ing fine jewelry with a knowledge 
of plating and coloring: JEWELER, 
experienced in mountings, gents’ 
and ladies’ rings and emblem rings; 
DIE MAKER, will full knowledge 
of panagraph operation to cut dies 
for fraternity crests, badges and 
service awards: TOOL MAKER, to 
make cutters, trimmers and piere- 
ing tools for college jewelery items; 
write J. A. BUCHROEDESR & CO., 
1015 Broadway, Columbia, Mis- 
souri. 


FW ELERS 





GORDON’S JEWELERS NEEDS 
STORE MANAGERS; Gordon’s will 
open approximately 20 stores in 
Florida, Texas, Louisiana, Arkan- 
sas, Alabama, Arizona, Mississippi, 
Tennessee, New Mexico, and Puerto 
Rico in 1960: we need good hard- 
working men with retail experi- 
ence for future zone managers and 
supervisors; all company benefits, 
including Gordon's famous profit- 
sharing plan; write or call for per- 
sonal interview in strictest confi- 
dence; MR. JAY COHEN, GORDON 
JEWELRY CORP., 600 = Stewart 
Bldg., Houston, Texas, Telephone, 
CA 2-2345. 


DIAMOND RING SALESMEN: nation- 
ally known diamond ring mfr. seeks 
2 aggressive. hardhitting promotion- 
ally minded experienced salesmen. 
capable of earning $20,000 a vear. 
minimum: if vou are a self-starter 
with a proven sales record and have 
a following among well rated retail 
jewelers, we want to hear from you: 
territories available have been 
covered for vears and we have an 
excellent following; substantial draw 
against commission to the _ right 
men; write full resume in first let- 
ter; all correspondence will be re- 
ceived in strictest confidence: W. F. 
SEBEL CO... 315 W. Sth St., Los 
Angeles 13, Calif. 


JEWELRY SALESMAN wanted to call 
on reliable jewelers for established 
wholesale jewelry firm who has 
been in business over 25 years, sell- 
ing moderate priced gold, colored 
stone ladies’ and men’s rings as 
well as moderate priced diamond 
rings; we will give established ter- 
ritory in Southern States and Mid- 
Western States to the men chosen: 
also drawing account against com- 
missions; we will consider a man 
carrying our line exclusively, or a 
non-competing side line; when an- 
swering state qualifications and 
sales experience. what states you 
have covered and references; IN- 
TERNATIONAL RING CO., 802 
Lafayette Bldg.. Buffalo, N. Y. 


For Sale 


Stores, Stecks and Businesece 


JEWELRY STORE 


low ation : 5 year: 
care of JC -K. 


Miami, Fla 


address, “P. 


OLD ESTABLISHED jewelry store on 
main street; good stock, excellent watch 
repair business; write A. LANKFORD. 
iol kK. 50th St., Savannah, Ga. 





FINE, MODERN jewelry store in Salem, 
N. J including acct. receivable: with 
or without inventory: reasonable: ad- 
dress, “R, 6082,” care of JC-K. 


CREDIT, corner location; $140,000 
ume; illness forces sales; Texas 
and mfg. city, 15,000 population: 
swer at ONCE: I mean business; 
dress, “T, 6104,” care of JC-K. 





JEWELRY & GIFT STORE in one of 
Tulsa’s largest Shopping Centers; will 
sell fixtures and stock separately; 
JOAN’S JEWELS, 5113 =Sz~. ~=# =*Peoria, 
Tulsa, Oklahoma. 


JEWELERS’ CIRCULAR-KEYSTONE, SEPTEMBER 


JEWELRY STORE; Conn., East 
Coast; ideal for husband and wife 
operation; 9 yrs. good money 
maker; ill health reason for sale; 
address. “C., 6065,” care of JC-K. 


JEWELRY STORE on Gold Coast at 
Delray Beach, Florida; ideal hus- 
band and wife operation; clean in- 
ventory: M. EBERHARDT, 202 E. 
Atlantic, Delray Beach, Fla. 


BUSINESS, in family R5 
years: owners retiring: building in 
roo” locz. tion : exclusive agents for 
finest lines of silver, china and glass; 
STROLE REALTY CQO Realtors, 49 
Summit Ave., Hagerstown, Md 


JEWELRY 


JEWELRY; bustling cash and credit 
store; 100% ilocation Camden, 
N. J.; mear RCA, N. Y. Shipbuild- 
ing, Campbell’s Soup; long estab- 
lished, beautiful; no good will; ad- 
dress, “H, 6102,” care of JC-K. 


STORE, LONG ESTAB- 
choice location adjoining 
stock-fix- 
retiring ; 
* 4 


address, A, 


JEWELRY 
LISHED ; 
living or work lab rooms; 
tures $11.000 or half down: 
Pasadena, California: 
6054." care of JC-K. 


FLORIDA JEWELRY STORE: by 
owner; West Coast; Main street loca- 
tion; 25,000 population; good lease; 
going business: clean stock and fix- 
tures: air conditioned: address, “R, 
6067," care of JC-K 





PITTSBURGH, PA.: jewelry store to 
settle estate: $35,000 can buy build- 
ing and stock: located on south side 
for over 50 vears; excellent iocation; 

WRITE. P. O. BOX 4241, Pittsburgh 

3, ra. 


JEWELRY BUSINESS, established 33 
years; fine clientele; low, clean inven- 
tory; ideal one man operation; watch- 
maker on premises; major Massachu- 
setts City; address, “‘“K, 60538,” care of 
JIC-K. 





WELL ESTABLISHED jewelry store in 
town of 5,000 near Portland; Grand 
tapids fixtures, very modern, like new; 
inventory can be adjusted; all leading 
brands carried: address, “D, 6109,” 
care of JC-K. 








SMALL JEWELRY STORE: SOUTH 
CAROLINA; due to owner’s death; 
established for 12 years; modern and 
complete watch repair department and 
fixtures: brand named merchandise; 
reasonable priced; address, “M, 6074,” 
care of JC-K. 





LAS VEGAS, NEVADA, fastest growing 
city; good cash and repair business; 
top lines, low overhead; modern and 
air conditioned; lease, fixtures and 
equipment, $7,500: grosses between 
$35,000 and $40,000; inventory to suit 
buyer; write, DON’S JEWELERS, 129 
N. 3rd St., Las Vegas, Nev. 





FOR SALE NOW: one of Texas old- 
est jewelry stores, city of 75,000, 
with or without stock; cash or 
credit; good location, favorable 
lease terms: owner forced to sell 
because of health; apply directly 
to CARL D. LEVY, ATTORNEY, 
Box 3191, Beaumont, Texas; phone 


TW 2-1310. 


DURN JEWELRY STORE: Its Kill- 
ing me; bottom up; good repairs 
but . . . customers interfere all 
day; sales increasing on cardio- 
graph; you want hard work? Steal 
it for $2500 or with stock, $12,000 
—below belt; everybody here is 
sick too; health of a place to live; 
too much sun, Florida beaches; 
good buy for a real gone watch- 
maker-horsesmith and nag; or 
credit maniac; hurry! owner sui- 
cidally inclined; address, “S., 6088,” 
care of JC-K. 


For Sale 


Tools, Equipment 


ODDS AND ENDS in sterling patterns; 
WANTED: 8 Lady Mary Ice ‘Teas, 
new or used; we also buy; BUSCHE- 
MEYERS: 667 S. 4th St., Louisville 2, 
nmentucky. 














Cabinets B. B. Crystals, 168 doz. Sale 
$225: Crystal Grinder & Polisher, Saie 
$35: Engraving Ball & Tools, Sale $20; 
address, HOULE’S JEWELRY, Ware- 
ham, Mass. 


B ortuni 


. ies 


AMERICA’S BEST KNOWN jewelry 
Auctioneer; over 40 years in this 
publication as an advertiser ; 


THOMAS J. FAUSSETT, 521 Flem- 
ing St., Howell, Michigan. 


I DESIRE TO associate and finance 
person with know-how to deal in 
expensive gems at wholesale level; 
please state qualifications in reply; 


address, “R. 6091,” care of JC-K. 








CONSU'tU.T M. Y. FINKELMAN, 29 E. 
Madison, Chicago; since 1923 highest 
cash prices paid for diamonds and all 
other jewelry stocks. Call collect DEar- 
born 2-3407;: reference, your bank. 








NEW YORK JEWELER interested in 
forming partnership in Southwest trade 
shop that also does light manufactur- 
ing: all replies confidential; address, 


~~“ 


Yio, care of JC-K. 














WILSON SALES SYSTEM; 106 Thornton 
St.. Albany, N. Y.; promotional liquida- 
tion estate sale; specialists since 1919; 
over 2000 jewelers have used our ser- 
vices: buy stores for cash; write, wire 
or telephone, Albany, HObart 5-1108. 











SAMUEL GANSBURG, INC., will buy 
your surplus or entire stock 
tures: highest prices paid; bank 
trade references. Write 15 Maiden 
Lane, New York, Telephone REctor 2- 
6565. 





BRILL AND COLMES, auctioneers- 
sales specialists; 45 West 45th St., 
N. ¥. C., over 35 years’ successful 
retail or auction sales for jewelers 
throughout the country; highest 
references; see our ad, page 186. 





DO YOU NEED CASH? Do you want 
to sell your stock & fixtures for cash? 
Do you want a dignified auction sale, 
or flat sale? 30 years’ experience; wire, 
write or telephone, HERMAN BOR- 
RESS, 1500 Popham Ave., Bronx, N. Y. 
TELEPHONE, TRemont 8-9546. 
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JEWELERS SALES SERVICE; a pro- 
fessional sales organization’ to 
serve you; AUCTION-ACTION ; re- 
tail or liquidation; 25 years sale 
experience; your reputation § pro- 
tected: immediate cash for store, 
stocks, fixtures; PHONE, WIRE, 
WRITE: 512!2 S. Main St., Los 
Angeles, Calif.; Phone MAdison 
6-0828. 


DEALERS LIQUIDATION SERVICE; 
The West Coast's largest specialists 
in AUCTION—ACTION—PROMO.- 
TIONAL—CLOSEOUT — RETIRE- 
MENT SALES: cash buyers of 
entire inventories and estates; for 
information at absolutely no ob- 
ligation. PHONE—WIRE—WRITE 
to DEALERS LIQUIDATION SER- 
VICE, 742 N. Highland, Los Angeles 

38, Calif.; OLeander 5-6496. 


DO YOU WANT TO SELL YOUR 
BUSINESS? DO YOl NEED 
CASH? We will pay cash or con- 
duct a flat or supervised auction 
sale; we have conducted over 1000 
sales in the past ten years alone; do 
not accept less than 100¢ on the 
dollar for your inventory, accounts. 
or fixtures; WRITE... WIRE... 
CALL COLLECT ... We will come 
to see you in your store at our 
expense; you are under no obliga- 
tion; SILVERMAN SALES ENTER- 
PRISES, 580 Fifth Ave., New York. 
N. Y. Tel. PLaza 7-4693. 


MARTY MILES SALES, INC.; guar- 
antees quick action-cash profits: 
our service costs vou nothing; tes- 
timonial letters from hundreds of 
jewelers prove the cost of each sale 
is turned into a profit by terrific ex- 
tra volume of sales profit-wise our 
efforts produce for you; every sale 
is carefully analyzed; planned in 
advance and is under constant su- 
pervision of our extensive staff: 
you can afford the best; write, wire, 
phone, MARTY MILES SALES, 
INC., 1835 Stevens Forest Drive. 
Suite 104, Dallas, Texas. Phone 
WH 11-5737. 


Wanted to Purchase 


ARE YOU PLANNING TO GO OUT 
OF BUSINESS? You owe it to your- 
self to consult (without obligation) 
America’s oldest, largest and most 
reliable service in cash buying and 
liquidating jewelry stores and stocks, 
write for our free booklet, “Dollars 
and Sense Facts About Selling a 
Jewelry Store.” (See our page 
advertisement) GORDON BROTH- 
ERS, 38 Bromfield St.. Boston. 
Mass., HAncock 6-3233. 

COPIES of JC-K Directory issue; We 
will pay $3.00 a copy for first 3 copies 
offered : address, “C, 6112,” care of JC-K 





PAWNSHOP OR ESTABLISHED JEW- 
ELRY STORE doing over $60,000 busi- 
ness yearly; state particulars: confiden- 
tial: address, “B, 6016,’ care of JC-K 





SMALL JEWELRY STORE: good repair 
business ; medium size community; 
state full particulars: confidential: in- 


clude pictures; address, “KE, 6103,” 
care of .JC-K. 
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PLATINUM SCRAP WANTED; $3.00 
per dwt.; 18K gold, $1.22 per dwt.; 
l4K, 95¢; LOK 68¢@; silver 65¢ per OZ. ; 
bénus prices for gold filled; ship as is, 
we'll segregate: L. E. SIMMONS RE- 
FINING CO., 440 N. Orleans St., Chi- 
cago 10, Ill. 


.D GOLD AND JEWELRY WANTED; 
cash immediately for surplus stock, odd 
lot items; we also pay highest prices 
for gold, silver and platinum scrap, 
sold coins, diamonds, gold filled, etc.; 
for full particulars, write, WILMOT'S, 
1067 AD, Bridge, Grand Rapids 4, Mich. 


‘ANT TO BUY established quality 
jewelry store, realistically priced; 
prefer Southeastern states; please 
state approximate inventory and 
lowest price for spot cash; address, 
CHARLES SHANE, JR., 9102 W. 
Bay Harbor Drive, Miami Beach 
34, Florida. 


sELL ’EM TO CEL-MAX FOR QUICK 
CASH! Top prices for tradé-in watches, 
jewelry, old gold; money by return 
mail for all makes and models in 
trade-in watches in any quantity; all 
shipments held intact for your ap- 
proval; ref. Dun & Bradstreet and Na- 
tional Bank of Commerce; Cel-Max, 
Inc., 582 S. Main St., Memphis, Ten- 


nessee 


E BUY DIAMONDS, OLD GOLD, 
ANTIQUES; send us one article or 
a complete store; we will pay up 
to 25% more than anyone else; be 
sure to get my offer: checks mailed 
same day; your mdse, held intact 
for 10 days, subject to approval; 
references: Fla, Nat'l Bank of St. 
Petersburg, Jewelers Board of 
Trade: HENRY JEWELERS INC., 
462 First Ave. No., St. Petersburg. 


CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references; National Bank 
of Commerce, Memphis, Tenn.; 
Jewelers’ Board of Trade, Dun & 
Bradstreet. Weinman’s Dept. K.. 
108 Beale Ave., Memphis, Tenn. 


NEED CASH? READ THIS. Reason why 
I pay up to 25% more than others 
for diamonds, watches or anything 
around store—I have a retail store and 
manufacturing shop; will give much 
more than scrap gold price for old 
mountings, etc.: will send air mail let- 
ter same day the amount of your check: 
if not satisfactory will return insured 
prepaid: get my offer first: transac 
tions confidential: references: JEWEL- 
ERS BOARD OF TRADE or your 
bank; BROMLEY, Dept. 11, 35 Fifth 
St. N. (BROMLEY BLDG.), St. Peters- 
burg, Florida. 


Watch Work, etc., for 
the Trade 


EXPERT WATCH REPAIRING for the 
trade; watchmaster tested; prompt ser- 
vice: mail orders only; HOWARD E. 
HAVEN, Box 55, Norwood, N. Y. 


35 YEARS OF DEPENDABLE watch 
repair; fastest coast-to-coast service ; 
reasonable prices; send trial order; 
COOPER’S WATCH REPAIR CO.. 
48 W. 48th St., New York 36, N. Y. 


BOSTON, MASS.: expert and guaranteed 
watch repairing; Watchmaster tested 
prompt service; prices on request; mail 
orders invited: DAVID MIGDAL & CO., 
109-B Summer St., Tel. HU 2-9547. 


FINE Watch repairing for the trade; 
work guaranteed for one year; 35 to 
days’ service : Watchmaker tested rea- 
sonable prices A. H. Shierer, Watch- 
maker, 101 S. Marion St., Oak Park, II! 


MID-WEST’S FINEST TRADE SHOP; 
watch repairs to the trade: 5 days ser- 
vice ; low prices; one full year guaran- 
tee: STUDIO WATCH REPAIR SER- 
VICE, 20 E. Delaware Place, Chicago 
iz: 2a 


RELIABLE TRADE watch re 
cellent service electron 
cases polished; work guar: 
sonable prices; all watches 
CAPARO, 1018 Belvoir Re 
town, Pa. 


PRECISION WATCH REPAIRING for 
the trade; watchmaker tested; cases 
polished; reasonable prices; special 
handling, insured mail service; J. 
W. JOHNSTON, 112 N. Queen St.. 


Lancaster, Pa. 


Special Order Work and 
Repairs for the Trade 


JEWELRY repairing; new mountings 
furnished: diamond setting: HAROLD 
JACOBSON, 29 E. Madison St., Chi- 
cago 2, Il. 


REPAIRERS OF THE IRREPAR. 
restoring china, glass silver, 
tortoise shell, miniatures an 
sets, jewelry: HESS REPAIRS 
33rd St.. New York, N. Y 


> 


ENCRUSTERS: stone and gold seal en- 
gravers: drilling precious emi-pre- 
cious stones: HARRY BRAUNFELD, 
encrusting over a quarter century, 71 
Nassau St... New York 38, N. Y 


HIGH GRADE — NORMAL HAIR- 
SPRING VIBRATING; since 1921; 
service available to jobbers; mail 
orders promptly handled: EMMA 
GIRARDIN, 96 Rumson Rd.. Little 
Silver, N. J. SHadvside 7-1283. 


To Let 


FOR RENT; 115 WwW 5th St., first floor, 
4500 sq. ft.: suitable office-showroom, 
mfg. for retail or wholesale jeweler; 
large front windows facing’ street; 
reputable building; WINDSOR MAN- 
AGEMENT CORP., 286 Fifth Ave 
New York 1, N r.: BRyant 9-4335. 


FOR RENT, 100% location, Williams- 
port, Pa.; room 12 x 100; brokers 
invited; STERN REALTY, 16 W. 
3rd St., Williamsport, Pa. 
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GELLMAN DECISION SOON? 


The fast-talking guides who shepherd busloads 
of sightseers around Washington, D. C., seldom 
have much to say about the United States Court 
of Claims, at Pennsylvania Avenue and 17th St., 
a few yards from the White House. 

The barkers may get off a wisecrack about the 
building itself, a curious combination of Victorian, 
Roman Revival and other styles, which was erect- 
ed in 1859 to house the Corcoran Art Gallery. 
Niches on the facade originally held statues. 
Over the years many fell out. Others were re- 
moved. And now the niches are windows. The 
walls are three feet thick, eight feet in some 
places; bricks have been stuffed in spots where 
the red sandstone masonry has crumbled. 

During the Civil War the building was head- 
quarters of the Quartermaster General, and the 
Court of Claims moved there in 1899. Some call 
the building a weatherbeaten eye-sore. Anti- 
quarians revere it. 

Whether they are interested in architecture 
or not, retail jewelers have much reason today 
to know something about the Court itself. It 
was established by Congress in 1855 to provide 
means to determine the validity of certain kinds 
of claims against the United States Government. 
Until that time, monetary claims against the na- 
tion could be obtained only through special acts 
of Congress. 

The Court was first given broad powers by 
President Lincoln. It decides suits against the 
United States and determines matters referred 
to it by Congress and the Executive Departments. 
By virtue of this Court, the United States is the 
only country in the world where it is possible 
for a citizen to sue his Government. 

Such a suit will be brought to the Court of 
Claims this month by R. O. Worrell, a retail jew- 
eler of Mexico, Missouri . . . against the Internal 
Revenue Division of the United States Treasury 
Department. 


Between March 1956 and June 1957, Worrell’s 
Ltd. sold a number of service pins to Mexico Re- 
fractories Co., a subsidiary of the Kaiser Alu- 
minum & Chemical Corp. Made of 10 karat gold 
and black and red enamel, the pins were lettered: 
“Mex-R-Co.” together with “5,” “10,” “15” or 
“20” to indicate the number of years’ eniploy- 
ment for which the workers were honored. 

Worrell’s Ltd. collected the 10 per cent excise 
tax on these sales and turned the tax money over 
to Internal Revenue. Now, through the Court of 
Claims, Mr. Worre!l seeks a refund of the excise 
tax. 

Mr. Worrell’s argument, presumably, will run 
something like this: (1) In 1956, a court decision 
exempted wholesaler Nathan Gellman from col- 
lecting the excise tax on items sold to organiza- 
tions, churches and the like for use as prizes, 
premiums and awards. (2) In 1958, Internal 
Revenue accepted the Gellman decision as ex- 
empting such sales by wholesalers and manu- 
facturers from the excise tax. But, Internal 
Revenue held, retailers are not eligible to make 
tax-exempt Gellman-type sales. (3) This ruling 
by Internal Revenue discriminates unfairly 
against retailers, who should have equal rights. 
The principle of the Gellman decision should 
apply to all types of seller. 

The Court of Claims has decided many thorny 
cases, ranging all the way from a Government 
employee’s claim for $1.50 in lunch money to 
suits for millions of dollars brought by western 
Indian tribes. 

It is to be hoped that the five judges of the 
Court of Claims will agree to hear the Missouri 
jeweler’s case, that they will find in his favor, and 
that Internal Revenue will thenceforth permit 
retailers, in equality with wholesalers and manu- 
facturers, to make Gellman-type sales without 
collecting the excise tax. 


Mengde 
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SUCCESS STORY: “Sentimental” in Heirloom Sterling! Proven by sales 
across the country and by an outstanding response in the graduation teaspoon 
promotions. Don't miss all that ‘“Sentimental’’* offers—wide acceptance, in- 
creased sales, big national advertising, complete package of merchandising aids. 
Your Heirloom” Sterling representative will give you the complete story. 


Oneida @ Silversmiths 


Community* Silverplate Community*® Stainless Tudor’* Plate Oneida Community 
Oneidacraft*® Stainless Oneida* Dinnerware *Trademarks of Oneida Ltd., Oneida, N.Y. 
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